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» Strikes Up Sales 
, American Bandstand* 


... for 
Women’s and Teen brands! 
3 times weekly, starting Feb. 15, 1967 


*Top ABC-TV daytime ratings 
for the past four years! 








More than 1,700,000 women and 1,500,000 teen- 
agers .. . that’s the audience that will be watching 
when Dick Clark sells International brands next 





spring. American Bandstand’s audience is your 





buying public, so be ready to boost your sales. 
Get the facts from your salesman now! 
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Custom NIADE "PILAR 
CONDADO, 


a custom-made 
pump on the 
Comet last. 
Vamp pin-perfed, 
with a silver 
underlay; low-cut 
throat, slender 


heel. In 


hubschman’s 
calf 


*507 Flight Blue 


...Orin any 
Hubschman 
fashion colour 
... the maker, 
Martinique 
Shoes, 
Philadelphia 31 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. + FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 





APPROACH 10 


Those are the words that set the pace for the domi- We e n Db e r 
nant, colorful national advertising that MASSAGIC 
is breaking, in the magazines that men read most 


LIFE, HOLIDAY, ESQUIRE, and SPORTS phoes for men’ 


ILLUSTRATED 
They're the keynote to the recurrent theme of MAS SA iC : 
comfort and style, comfort and _ style the smart 


approach to PROFIT, through MASSAGIC Air floc (Cuokion, Ke 24) 


Cushion Shoes and WEYENBERG Shoes for Men. 


From now till the end of the yvear, MASSAGIC - 
w72 


dealers all over America will pound every possible ra 
I 
| ‘ 


‘ 





penny out of this powerful promotion, by utilizing See the Entire Line of 
MASSAGIC advertising material in their markets WEYENBERG, MASSAGIC, PORTAGE 
There are window and store displays. . . wide range and PORTO-PED Shoes for Men 

of newspaper advertisements everything to MAKE 
THEIR STORES THE COMFORT HEAD- ae 

QUARTERS. Write or wire, for complete details on NATIONAL SHOE FAIR 
Private Dining Room 14, Club Floor 


this important profit possibility 
PALMER HOUSE, CHICAGO 
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At Retail 
from $11.95 to $23.95 


. 
. 
. 


"Memee™ 


WEYENBERG SHOE MANUFACTURING COMPANY MILWAUKEE 1, WISCONSIN 
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is ‘Our 
nation 


take 


Inge 


Let your imagination go with these six new distinctive leathers 
. . . each offering new design possibilities . . . each alive with sales 
excitement ... each the product of Lawrence’s creative approach 
toward leather. 

Send for swatches of — Bantam, Pheasant, Swallow, Raven, Swiss 
Grain and Italian Grain. Six more reasons designers and manu- 
facturers look to Lawrence for the finest in leathers. (Tig 

A. C. Lawrence Leather Co., a Division of Swift & Gonfpany 
(Inc.), Peabody, Mass. 


rOnC?@_ LEATHERS... 
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In This Issue... 


Diversity of Toe Shapes Points to New Lasts. . 


New lasts that are appearing in this country and abroad all 
indicate new thinking in women’s style shoes. 


All Around the Calendar ........cccccccces 


Rubber soled casuals are comfortable and attractive not only 
for the summer months but all year round and for the entire 
family, indoors and out. 


What's in a Shoe and How to Sell It: 

The Stitchdown Process.................. 
The stitchdown process is one of the oldest shoemaking meth- 
ods known and it is still one of the most popular. The main 
reason for its continued popularity is its economy combined 
with good wearing qualities. 


Independents’ Challenge for the ‘60's: 
GN NUIT bocce ccc cccwrecccceccs 


If he is to survive in the modern world, the independent must 
understand the forces that are helping to shape modern retail- 


ing. 


EP ee 


By introducing a torrent of new styles every year, we have so 
confused the public that women are afraid to buy anything but 
the plain black pump. The result is that per capita consumption 
of women’s dress styles has remained static for the last decade. 


Modernization Builds Sales for lowa Store.... 
The K & D Bootery, Spencer, Iowa. gives modernization credit 
for a large part of its 40 per cent daily increase in volume. 


Departments... 


About Shoe People ae tits ed od ee 
Baker Reperting from Washington Retail Merchandising .... 
Dates to Remember.... Retail Openings 

Deaths Retail Trade Report.... 
Editorial Salesmen and Suppliers. . 
Financial Salesmen on the Road. . 
Headlines Shoe Shows 
Manufacturing Report Trade Literature ........ 
Pattern Portrait Voice of the Trade 
Personnel ae Whet's New 


Coming October 15... 


October 1, 1960 


34 


42 


TEMP—Phase 3 of the Recorder's Study of 


Turnover, Expenses, Markup and Profit 


The data for this analysis were taken from a survey conducted 
in April and May among representative independent and chain 
store subscribers. The third year for this increasingly im- 


portant survey. 
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... nappily ever after.” 


He slays all his dragons — she marries the 


handsome prince. The little engine that could . . . does, 
and Lassie is sure to come home. In fact, 
as well as in fancy, children need happy-ever-afters . . . 
the big reason why Blue Star shoes are made 


with their future (and yours) in mind. 


See us at the 
National Shoe Fair, 
oie Cites $5-$6-$7 SHOES.” in stock — same day service 


Rooms 939-940 Blue Star Shoes, Inc., Manufacturers « 5 Franklin Street, Lawrence, Mass. 





2 fast-moving 
silicone products 


SHOE SAVER | SUEDE SAVER 


keeps feet dry without rubbers ends water-spotting on suede 


SHOE SAVER” protects and ; SUEDE SAVER* is a protector, 
preserves leather. Keeps water cleaner and reconditioner all- 
out. Shoes stay soft, comfort- in-one. A neutral spray that 
able, new looking longer . . . makes suede an “all-weather” 
take a brighter, lasting shine. leather. 


Retail: 4 oz. bottle $1.00 ; $ Retail: 6 oz. spray $1.25 
8 oz. spray $1.59 ; ae “7 


Pre-sold by Powerful National Advertising 
via Network TV and Leading Magazines! 


Advertised in these top SHOE SAVER SUEDE SAVER 


i hi illi f I SPORTS MLUSTRATED Nal‘ in| " J i 
dee om ot EE McCalls,_ VOGUE 
Outdoor Life Mademoiselle 


ae All this plus a complete package of free local sales aids 
YOU MAKE A FULL 40% PROFIT on both including: handout literature, newspaper mats, displays, radio- 
SHOE CAVES and SUEDE SAVER. Orie now TV announcements, window banners . . . you name it! 
— stock up — display prominently — then lis- 

ten for some sweet new music from that 

cash register! 


a Dow Corning CORPORATION 


MIDLAND. MICHIGAN 
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FLORSHEIM 


typ f 
j r, trimmer, mor! refined in detail.... 
with all the character and good looks of the 
brogue—but without excess bulk or 


Brogues tvled 


Upper left: 
Vocc-front stvii 


Cashmere Cais 


Upper right; 


: The Hicuianpn, 


j ) 4 
hlucher in Perfect 
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you to come to the 


NATIONAL SHOE FAIR 


Chicago Oct. 23-26 


everything from education to entertainment will make your visit a pleasurable, profitable, 
experience for the NEW SELLING FUTURES ahead. 


VALUABLE TIPS ON TRENDS Here's your chance to get the inside story on all the news in shoes— 
short, intensive, comprehensive! Quickly, easily, see a!l the newest developments, the significant trends in 
shoe styling, pricing, merchandising. 

VISIT WITH SHOE INDUSTRY LEADERS You'll meet and talk with the Who's Who of Shoe Manu- 
facturing . . . the top-level principals of 800 firms . .. the men responsible for 94°/, of the industry's total 
production . . . plus major figures in shoe retailing — 15,000 independent retailers and buyers. This is an 
opportunity for retailers and manufacturers to work together on promotional plans for the future. 
WORLD'S LARGEST SHOE SHOW $$ You'll find every type and class of footwear presented . . . over 
80,000 different styles and patterns . . . women's fashion footwear, casuals . . . men's dress, work and sports 
shoes . . . children’s shoes . . . slippers. And they're all represented, in every price range . . . high, medium, 
volume. 

NSRA RETAILERS' CONFERENCE Analysis of the problems confronting every retailer . . . suggested 
programs and selling ideas to achieve success in the intensely competitive period ahead . . . new techniques 
and latest developments in merchandising and promotion . . . analysis of self-service, self-selection. 

TWO 1961 RAMBLERS AS DOOR PRIZES Given away free—two Deluxe Four-Door Sedans — 
awarded to registered retailers to the Shoe Fair. The cars are completely equipped: radio, heater, white wall 
tires and many other extra features. Retail value of each car is over $2000. If you're a retailer or a buyer, 
you're eligible to win . . . so don't forget to register. 

OPEN HOUSE SUNDAY, OCTOBER 23 An innovation at this year’s National Shoe Fair, the Open 
House will be held from 5:30 to 7:30 in the Grand Ballroom of the Palmer House. Retailers, Buyers and 
Manufacturers will find it an ideal get-acquainted affair with food, fun and music. 

MEET 1960's BUSINESSMAN OF THE YEAR  Fectured speaker of the National Shoe Fair's Opening 
Breakfast, Monday, October 24, will be Arthur H. "Red" Motley, President of the U. S. Chamber of Com- 
merce, and of Parade (nationally syndicated news-magazine supplement). Mr. Motley is widely recognized 
as “one of America's Top Ten Salesmen,” well qualified to speak on “The Strong Sell in the disties.” 


N NATIONAL 
SM SHOE MANUFACTURERS 
Since 1905 A National 
A) ASSOCIATION, inc. 3%:2siaicree 


342 Madison Avenue, New York 17, N. Y. © MUrray Hill 7-0330 
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Long Range View 


“Consumers are not too much in debt for the health 
of the economy,” says the NATIONAL ASSOCIA- 
TION OF CREDIT MANAGEMENT: and they 


reason: 


“Growth of discretionary spending power . . . the 
surplus remaining in the hands of consumers after 
taxes and after providing for the basic necessities 
..« has far outstripped the rise in consumer debt. 


“This exces« provides a vast pool of purchasing 
“teeig which must be tapped if we are to be able to 
ave continued growth of our productive capacity. 


“Professional forecasters frequently disagree be- 
cause they are toying with the short swings . .. the 
little ups and downs, the little adjustments and pe- 
riods of balancing out. 


“Long range, ours is a growth economy. Our ability 
to produce at a rate of $500 billions annually has 
already been demonstrated. Now, in just a couple of 
years, we will have to support a $600 billion pro- 
duction economy. 


“The best way to do this (and avoid unemploy- 
ment) is to increase consumer sales by nearly one 
hundred billion dollars. This means we must pro- 
vide for a rapid-velocity increase in the total living 
standards of the American people. 


“Normal population growth cannot take up this ex- 
pansion. Our capacity to produce is running ahead 
of population growth. The difference must come 
from a change in individual desires: increasing use 
of goods and services; a rise in our general standard 
of living. 


“What the future holds for any one business is 
largely the result of the management effort put into 
that company. And the organization that excuses its 
own lack of aggressiveness by hiding behind a ‘dip 
in the economy’ forecast will find itself with less 
than its rightful share of the future market.” 


a 


Publisher 
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SUMPNG-JACKS 


Foreign Report 
from Scotland 
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WESTERN UNION [- 


TELEGRAM sc 


w P MARSHALL. reer 
———— oneatel —_—+—4 


} 


pe rr ye SCOTLAND 
LEGRAM 
—_ OCTOBER 1, 1960 


VAISEY-BRISTOL SHOE COMPANY, INC 

100 FIFTH STREET 

MONETT, MISSOURI 

PATENTED JACKS SALES ABREAST OF LAST 
YEAR IN GREAT BRITAIN STOP against ‘ 
INTEREST IN OUR NEW PARTIES LASTS AN 
PATTERNS OF SPRING 61 LINE STOP scone 
MODELS OF ALL NEW EQUIPMENT OF MIS 
AND PRETEENS TO BOTH SCOTLAND AND 
FRANCE STOP SEE YOU AT CHICAGO SHOW 


REGARDS BOB BRISTOL 





. WESTERN UNION 


TELEGRAM = 
WE HAVE GOOD NEWS FOR YOU STOP 
OUR AUGUST AND SEPTEMBER SHIPMENTS 
WELL AHEAD OF LAST YEAR STOP SUGGEST 
YOU CELEBRATE COMPANY'S BIGGEST 
VOLUME FISCAL YEAR WHILE IN GAY PAREE 


BEFORE COMING TO CHICAGO STOP 
HAVE A NICE TRIP BACK STOP 











VAISEY-BRISTOL SHOE CO. 


Monett, Missouri 














f 110 6 
COMFOR? 
EX foam cushioning ; 
Kemblo suPPOR! . 


qrting RA 
rb FO EXT support 


dad's steel >=. WEAR: 
nA WE 
OR Ext 


Neolite 


SEBAGO-MOC COMPANY 


Westbrook, Maine 
New York Office: 534 Marbridge Bidg 


In Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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@ There’s a chance of a business pickup in the last three 
months of 1960. according to government economists. 


® Disposable income rose in nearly every state 
in 1959. Consumer prices rose too but not as 
fast as gains in personal income. 


@ Next year’s session of Congress will probably 
take up the problem of inadequate statistics 
on imported rubber footwear. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Government economists say there is a chance for a pickup in the nation’s 
business activity in the final three months of 1960. Their statement follows 
a government report that U. S. businessmen, disturbed by shrinking profit 
margins and lack of zip in consumer buying, were cutting back their planned 
spending for new plants and equipment. The economists pointed out that 
although there is no major expansionary force prodding the economy upward, 
it is at a record high. 


Personal income rose to new highs in nearly every state in 1959. Kacn 
person had an average income of $2,166 last year, which is about $100 more 
than he had in 1958. 

There are other new statistics on personal income reported in the govern- 
ment’s new annual survey of income. (If you want the complete text, send 
30 cents to the Government Printing Office, Washington 25, D. C., and ask 
for the August issue of the “Survey of Current Business.” 

In most of the states, income rose by anywhere from five to ten per cent 
last year. In only three were incomes lower. 

As consumer prices rose by only one per cent in 1959, the gains in per- 
sonal income represented net gains. The erosion caused by rising prices 
did not catch up with gains in income in most states. 

Of the total disposable income of $335 billion, about 40 per cent was 
received by residents of five states—New York, California, Illinois, Penn- 
svivania, and Ohio. 

Biggest rate of growth in incomes is in California. Florida is a close 
second. 


Next year’s session of the Congress probably will tackle the problem of 
inadequate statistics on imported rubber footwear. 

In the closing days of this year’s sessions of the Senate and the House, 
Senator Vance Hartke (Indiana Democrat) and Representative John S. 
Monagan (Connecticut Democrat) both sponsored bills calling upon the 
Executive Branch of the Government (in this case, the Census Bureau) to 
provide detailed counts on rubber footwear coming into the United States. 

Specifically, the Hartke-Monagan bills call for precise tallies on: 

Rubber footwear imported under paragraph 1530(e) of the Tariff Act of 
1930, to be reported as follows: rubber-soled shoes with fabric uppers, such 
as tennis shoes, bals, and oxfords; rubber-soled shoes with fabric uppers 
(other than tennis shoes, bals, and oxfords), such as specialty shoes (in- 
cluding women’s casuals); rubber-soled shoes with toya cloth uppers; rub- 
ber-soled shoes with plastic uppers (including viny! film uppers); others, 
and rubber footwear imported under paragraph 1537(b) of the Tariff Act 
of 1930 to be reported as follows: rubber boots; gaiters and arctics; rubber 
shoes, zories, waterproof shoes with plastic uppers (including vinyl] film 
uppers); others. 

The Hartke-Monagan bills are, of course, dead with the close of this year’s 
session of the Congress, but the lack of helpful data on imported rubber 
footwear goes on. It is likely that the bills will command new attention 
when the 87th Congress meets in January. 
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@ The nation’s economic growth potential will 
be reported on in December by Eisenhower's 
Commission on National Goals. 


Hep ort from @ Charles 0. Porter gives Wilbur Gardner credit 


WASHINGTON Sincere re tment 





One of the problems in determining the extent of injury to domestic 
rubber footwear producers is the lack of knowledge regarding imports. 
Japanese rubber footwear enters U. S. ports under a variety of customs 
classifications. It is next to impossible to determine just how many pairs 
and what types of footwear are coming into the U. S. 

Senator Hartke told the Senate, “It is necessary to have this breakdown 
so that the rubber footwear industry may make the strongest possible case 
when filing an appeal to the Tariff Commission for relief under our trade 
laws.” 


Nondefense spending by the government, including welfare programs, is 
growing as fast as defense spending. Economists are asking the question: 
“How far can we go?” 

They should get their answer in December when President Eisenhower's 
Commission on National Goals will report to him on, among other things, 
economic growth potential, technological change, and the government's role 
in shaping the economy. 

The report could end up being a factor in setting our national policy for 
the next decade. 


Demand for a shoe labeling law is increasing, according to Representa- 
tive Charles O. Porter (Oregon Democrat), the chief spokesman in the 
Congress for a label law. Mr. Porter says “momentum is beginning to pick 
up,” and he gives much credit to Wilbur L. Gardner, the Medford (Oregon) 
shoe repairman who spends his spare time writing letters in favor of labe! 
ing to parents and politicians. 

In a recent letter to Mr. Gardner (Gardner's Shoe Service, 612 E. Main 
St., Medford, Ore.), Congressman Porter wrote: “I agree with you that 
momentum is beginning to pick up—but it is no accident, considering the 
careful and persistent work accomplished so ably by you over the years.” 

Mr. Porter adds: “I'd be very interested in seeing what my colleagues (in 
the Congress) have to say to you in reply. The letter is excellent.” 

Mr. Gardner's letter, which is being sent to all congressmen, follows: 
Dear Sir: 

Would you be kind enough to read the enclosed page from the Congres- 
sional Record, and give me your opinion? 

I would value your opinion highly, and I am sure you will be most 
interested, after reading the enclosed page of the Record, for it tells how 
hard I have worked to give parents of children informative labeling of shoes, 
for foot-health sake. 

This is a real problem with the consumer, and I am sure you will realize 
it, when I say that I have the backing of close to two million consumers, 
who have expressed their desire to buy shoes by a label. 

I would call your attention to the fact that shoes imported from foreign 
lands, have in some instances caused damage to the feet, and this is another 
added cause to label shoes for protective buying. Shoe imports are grow- 
ing fast. 

May I also refer you to the Congressional Record of Sept. 11, 1959, pages 
17594 to 17603, by Congressman Charles O. Porter, of Oregon. (Let Us Give 
the Consumer an Even Break by Labeling Shoes.) This gives a more com- 
plete story of this effort, and the consumer support. 

If you wish to look further into this legislation, may | refer you to the 

(CONTINUED ON PAGE 52 
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WELLCO RETAILERS DID! 


Here’s why 


Remember how Wellco got behind its retailers last 
vear? With a full-page, full color ad in THE 
READER'S DIGEST during the height of the 
slipper selling season. With merchandising material. 
Counter cards. Mat ads. Publicity. The works. 

Well, the results have now been 
tabulated. The excitement gen- 
erated by Wellco helped Wellco 
retailers chalk up a whopping 
sales increase in Christmas slipper 
business. Actual sales figures 
show that retail sales of Wellco's 
Foamtread* slippers rose 23.7% 
during the 1959 November- 
December period as compared 
to the same period in the pre- 
vious year. 


Reader’s Digest tells story 

Wellco retailers were pleased. So was Wellco. And 
THE READER'S DIGEST. So pleased 

that READER'S DIGEST is telling this a 


R° 


dvertised in 


aders 
Dige st 


success story, along with three others, in a colorful 
two-page spread in at least 15 leading publications: 
TIME, NEWSWEEK, HARVARD BUSINESS 
REVIEW, ADVERTISING AGE, NEW YORK 
TIMES, NEW YORK HERALD TRIBUNE ... 


to name only a few. 


Obviously this spectac- 
ular rise in sales could only 
take place at the fitting 
stools. So when this 
READER'S DIGEST ad 
appears in all those publi- 
cations, Welico retailers can 
be justifiably proud that they played an important 
part in making this success possible. 


And remember. Whether it’s delivering the goods, 
or delivering the customers . . . Wellco gets results. 
In the selection of styles, materials, colors, designs or 
publications in which to advertise, Wellco’s decisions 
are always based on what will produce the 
most sales for its retailers. 


WELLCO SHOE CORPORATION 


Waynesville, 


*Foamtread — Reg. ‘T.M 
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Many ordinary lasts are tape-measured in but 
4 places when created by the last maker. 


Unfortunately 


re 


tape measures are not per- 
fectly accurate 
magnified many 


a small error can be 


foot discomfort. 


Guide-Step lasts are Contourgraphed in 19 places... are accurate to 1/100th of an inch! 


The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot /n action. 


Guide-Step means COMFORT..- 


Endicott Johnson was first with Guide-Step! 


Of all the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 

More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 


The wonderful comfort of the Guide- 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
... first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


Johnsonian 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1, N.Y. 


ENDICOTT CF) JOHNSON... THE FAMOUS FAMILY NAME IN SHOES 


14 











Boot and Shoe Recorder 








by JOHN REILLY 


Editorial 





The Best 


ECENTLY one of our manufacturer readers took 


to task because of the features and articles 


have dis- 


us 


been running on self-service and 


The emphasis which he feels we hav 


we 
count houses. 
been placing on these newcomers to retailing, he says, 
the of mer 


larly ones 


daylights” out independent 


is “Scaring 


the smalle 


H rE Deo Nor 


agree 


{gree 


and our mail reflects a 


not 
the part of independent merchants 
that they 


However. the 


they can meet these new challenges and 


ding them in proper perspective 
ifacturer and the vigorous manne1 
sed 


*in order 


ni man 


expres may indicate that some e) 


indergoing a major revolution and sho 


iiling is » eXCe] n to this pattern of change 


Loot AND RECORDER has always held 


informed merchandise in motion.” 


ervice and other unorthodox 
not being presented as a “shoc} 
sensationalism 


know 


in 


as 
that 


are taxing place 


treatment,” nor are they intended 


the wre ? 


are being brought to you so you may 


id changes which 


Factual 
(are has been taken to make these articles factual 
The viewpoints of the innovators on their operations 
and their futures have been accurately reported. We 
have always balanced off their views and opinions with 
those of independent merchants who are right on the 
firing line 
Any innovation has, in itself, some elements of the 
ensational. Certainly these elements 
the flamboyant claims made by discount house operators 
when they first started selling shoes. We reported their 
of high turnover and fantastically low 
markups. We published their projections of the share 
of the market they would capture within a few short 
years and their prophecies that they would 
selling established brand name footwear as extensively 
us they were then selling brand name appliances. 


were evident in 


claims rates 


soon be 


Overly Optimistic 
Manufacturers, they said, would flock to them be- 
cause of the volume they would produce. “Our way,” 
said the discounter, “is the ‘wave of the future’.” The 
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Defense 


have demonstrated that they were overly 


and th: 
different 


have a 


eal Ince 


optimistic t appliance selling and shoe selling 


re vastly matters 

Now and 
ame predictions and projections of 
hoe business it will capture in the next few years are 


In evaluating them it is well to recall tl 


th 
the 


the future” 


of the share 


we new “wave of 


being heard. 
inter made five years ago. 
T the 


claims that the disc: 
an opportune time to recognize tha self 
ervice concept is a bigger and more substantial thing 
selling. It that 


umers in more places than most of 


IS HIS 


than discount means shoes will be ex 


1 sed to cons is had 


ver dreamed possible. It means that shoes will become 


ubjects for the same impulse buying that moves break 


st food or facial from supermarket shelves. 


Whether or not 


he dex ided DV the 


+ ue 
issue 


will become 


inpredictable consu 


subject will 
The prudent 


i+ 


shoes Wmke’y 
me}! 


retailer recognize this fact and prepare for 


Small Cause for Alarm 


There <mall cause for alarm in the present propor- 
Its : eventual 


letermined to a great extent by the manner 


, 
lions of ervice rate of growtn and 


size will be ¢ 
which shoe retailing faces up to this newest chal- 
In the 


ghly efficient techniques and devices which 


in 


We. self-service concept there are many prat 


tical and |} 
lert retailers have been quick to adopt 

But the best defense against uncontrolled self-service 
offensive. Service must be made to mean 


is a “service” 


much more to consumers than it does today. If shoes 


are to continue to be sold in shoe stores, every claim 
you make of services rendered must be justified. This 
means more courtesy and intelligence in your selling and 
skill and conscientiousness in your fitting. It means 
that your store must have character and personality. 
You must justify of 
your community. This brings up a most important con- 
ig- 
is a basic consideration, 


yourself as the “shoe resource” 
sideration which is presently being overlooked or 
nored by many merchants. It 
too. 

Any store that claims it is a service operation must 
have what its customers want, an adequate selection of 
styles and ample sizes to fit them. 

More and more consumers are complaining that shoe 
stores do not have the shoes they want. Except for 
careless fitting practices or downright discourtesy, this 
failure to have what the customer wants is the surest 
way to drive the customer out of the independent shoe 


store. 





SPEAKING OF DATES e Dates to Remember 


MAJOR MARKETS... 


Advance Spring Shoe Market Week New 
England Shoe and Leather ssn Hote 


ston §=Piaza Bostor 


... you have a date with 


LALY-BONES 


Beg. US. Per. OF ond Conode 


National Shoe Fair, Nationa! Shoe Manufo 
turer ssn nd National Shoe Retailers 
Assr “4 ry Morrisor Conrod 


Chicag 23-26 


? jreas Pioteis , 
Popular Price Shoe Show of America, New 
tng ng | 


Leather ssn nd 
Assn ‘ b Chain Stores. New 
ton-Ationt Hotels ond 
New York Trade Show Building, New Yori 


Allied Shoe Products Show, Fo 
New Y ‘ T ‘ « 

Shoe Fabric Show, | 
shoe Fat Asse 
York 


Leather Show, Fo 
Ame 


. AND KEEP IN MIND 
Annual Canadian Shoe ond Leather Fair 


Mt Rg Mat ¥) 
Designers Shoe Guild 
be how N 


Tanners’ Council of America, Apr 
independent Shoemaen Anr Meetin 
ton Bloctst Hote > . 


National Shoe Fair 
CHICAGO - OCTOBER 23-26 


Southeastern Shoe Travelers, Inc 


Dintile 


Pacific Northwest Shoe Trovelers 


dote 


@ TO SEE the new (and we do mean new) Lazy-Bones 


Northwest Shoe Trovelers inc 


Line for Spring-Summer, '61! 
Michigan Shoe Trovelers Club 


@ TO SELECT new Lazy-Bones that will make your store 


Boot and Shoe Travelers’ Asn. of New York 
r a os a fen . bHote 


the mecca for mothers seeking the fashion, fit, wear, 


lowa Shoe Travelers’ Assn inc 
hoe - Fort v 


quality and value for which Lazy-Bones are so famous! 


indiana Shoe Travelers’ Assn 


@ TO GET new ideas for promoting Lazy-Bones .. . the 


MASTA Spring Shoe Show Mv 
. T A + 


shoes with the style-appeal and popular prices that 
mean volume and turnover... the markup that means 


Southwestern Shoe Travelers Assn 
han § A " Bok 


profit . . . the stock service that means complete size- 


West Coast Shoe Travelers’ Assoc 
w Alex a 


and style-ranges so you can sell every customer! 


SEE US AT THE PALMER HOUSE 


ROOMS 888-889-890 


a 


Pennsylvania Shoe Travelers’ Assn 


Mid-Continent Shoe Travelers 


Mountain States Shoe Travelers 


“ 


THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO 
MAKERS OF 


LALY-BONES 


Good Shoes ot Boyt and i 


EVERY MONTH IS A LAZY-BONES MONTH 


Ohio Shoe Travelers Club 
Boston Shoe Travelers’ Assn 
how Parker 4 e Bost 
Heart of America Shoe Show 
Kanso ty Me 


Midwest Shoe Trovelers' Assn 
Michigan Shoe Travelers Club 


Mich 
N 


Philadelphia Spring and Summer Shoe Show 
Adelphia Hote Phiiadelpt - 


YSEW3930 YSEW3SAON Y3SO1L90 Y3SEW3Iid3aS LSNONY AINP ANNP AYW Alay HOYVW AYVNYSESSs AYUVONYE 


Empire State Footwear Assn. inc , w 
ynd Conventior - joao ‘ 
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Endicott Johnson Unveils Anti-Seuff Treatment 


{ new compound, developed in a 
project sponsored by EJ and six 
tanners, is reported to improve 
leather’s wear characteristics up 
to 700 per cent. Shoes made with 
the treated leather will reach the 


consumer next spring. 


NEW YORK 
leather, 


A new process for 


treating which is said to 


make shoes at least eight times 


more resistant to scuffing and abra- 
its debut in men’s 


for 


sion, will make 


and boys’ shoes early 
1961. 

Endicott Johnson Corp 
the 
press 
ing the five-year 
which produced it. EJ 
the treated 


Dura-Soft. 


spring, 


unveiled 
New York 


( O-sponsor- 


treatment at a 
after 
research 


new 
conference 
project 
market 

under 


will 
shoes of leather 


the name 


Not an Exclusive Although En- 
dicott Johnson will probably have a 
lead 
manufacturers in applying the new 
EJ 


re- 


six-month over other shoe 


process, it will not remain an 
the 
search project to improve finishing 
The 
compound that resulted will be mar- 
keted by a separate firm called the 
Titekote Corp., 
tanners to the 

The sponsoring tanners were 
Beadenkopf Leather Co., W. D. 


Byron and Sons, 


exclusive Co-sponsoring 


processes were six tanners. 


which will license 


use process 


Inc., Eagle Ottawa 
Leather Co., S. B. Foot Tanning Co., 
G. Levor and Co., and Pfister and 
Vogel Endicott John- 
son was the only shoe manufacturer 
to take part. 


Tanning Co. 


700° 
treatment 


More Wear— The new 
is said to “improve the 
wear characteristics of leather by 
as much as 700 per cent” without 
desirable 
qualities. Edgar B. Mooney, Jr., En- 
dicott Johnson's new vice-president 
for marketing page 20), 
claimed the product also offers “a 
dramatic break”—the 
creases that appear when leather is 
bent. 


loss of softness or other 


(see 


reduction in 


Polyurethane Compound — The 
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leather treatment process is called 
advance in 
chemistry. The new compound, ap- 
plied to the leather after it has been 


an urethane-polymer 


To demonstrate scuff resistance of Dura-Soft 

Endicott Johnson technician runs 

sander over both treated and untreated 

creas. The untreated leather wears away 

leaving the scuff-proof treated portion, com- 
prising the initials “EJ 


leather 


buffed the finish is 


plied, changes the physical proper- 


but before ap- 


ties of the grain surface. It binds 
the molecules of the leather surface 
los ly 


together. 


The compound was developed at 
the Battelle Memorial Institute, 
Columbus, O., a foundation for 
scientific research. At present the 
compound is being manufactured by 
the Stahl Finish Co., 
Mass., and is being distributed only 
to the original Licensing 
arrangements will come later. 


Peabody, 


sponsors. 


Significant Development Endi- 
cott Johnson’s Edgar Mooney pre- 
dicted that the effects of Dura-Soft 
will be felt throughout the footwear 
He break and 
scuff resistance plus another fea- 
of 


white and pastel finishes from in- 


industry. said its 


ture—resistance to. staining 


ternal oils “answer problems 
which have been important in the 
high-fashion field.” 

He said Dura-Soft’s “low mainte- 
nance requirements” and its ability 
to accept and hold an increased va- 
riety of textured finishes should ap- 
peal to other classes of customers. 

Mr. indicated that the 
new treatment should also find uses 
in leather for luggage, 
sports equipment and other prod- 


Mooney 
wallets, 


ucts. 


NSI Lists Women’s and Children’s Themes 


NEW YORK 


Instit 


The 
announced promo- 
for women’s chil- 
dren's shoes during spring and sum- 
mer of 1961. 

“Fashion Walks on Many 


National Shoe 


ite has its 


tion themes and 


Heels”’ 
will be the theme for the promotion 
It will get indus- 
the 
February issue of Harper’s Bazaar. 


of women’s shoes. 


try support and be featured in 

Children’s shoe promotions will be 
based on the theme, “The Soft Touch 
in Young Shoes.” This industry pro- 
motion will be taken to the consum- 
the April of Parents’ 
Magazine. 


ers in issue 

The themes for the seasonal pro- 
motions will be supported in 
show displays, promoted through a 
program of national advertising and 
radio and publicity and 
backed by store promotion kits, 
cording to A. L. Johnson, chairman 
of the Children’s Promotion Commit- 


shoe 


television 


ac- 


tee, and Z. 
Salon Shoes, 


men’s 


Albert Joseph, Joseph 
chairman of the Wo- 
Promotion Committee. 


* . . 
Olive, lvy Receive Support 
NEW YORK—Support for the 
new olive and ivy shades in men’s 
fall and winter footwear is coming 
from other industries, the National 
Shoe Institute reports. 
The Olive Advisory Board of Cali- 
fornia is black 
olives to editors 


shipping cans of 
hundred 
and shoe industry leaders as “a re- 
minder of the importance of the new 
color in men’s footwear.” 

Coordinated with the new shoe 
colors is matching hosiery in plain 
colors and figures introduced by a 
dozen leading manufacturers. In 
addition, most polish manufacturers 
have rushed new products to the 
market. 


several 
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Charles Slosberg Dies; Green Shoe Official 


BOSTON—Charles Slosberg, 59, 
treasurer of the Green Shoe Man- 
ufacturing Co., died suddenly on 
Sept. 13. He stricken at the 
Boston airport where he had gone 
to board a plane for Chicago. 

Mr. Slosberg, one of the two sons 
of the late Jacob A. Slosberg, 
founder of the company, was one of 
the most active and known 
men in the shoe industry. At the 
time of his death he was a director 
of the National Shoe Manufacturers 
Assn. and chairman of its Technical 
Committee. He was a chair- 
man of the association-sponsored 
North American Factory Manage- 
ment Conference. 

He also was a vice-president of 
the New England Shoe and Leather 
Association, chairman of its Tech- 
nical Committee and past 
president and treasurer of the Bos- 
ton Boot and Shoe Club. 

His contributions to educational, 
religious and charitable organiza- 
tions many and varied. He 
was a fellow of Brandeis Univer- 
sity in Waltham, Mass., a trustee 
of Temple Ohabei Shalom in Brook- 
line, Mass., and the Brotherhood 


was 


best 


past 


was a 


were 


Saturday Opening Planned 
For December Allied Show 

NEW YORK—The 
Allied Shoe Products Show will 
open at noon Saturday, Dec. 10, 
when it returns to its former “work- 
ing weekend” schedule. Clarence 
R. Heyde, executive director, said 
the show will continue through 
Tuesday, Dec. 13, in the New York 
Trade Show Building. 

Some 200 exhibitors representing 
the leading shoe supply firms will 
exhibit. 

“The return to ‘working week- 
end’ timing,” Mr. Heyde said, “is 
the result of strong demand from a 
substantial portion of the 3,500 
regularly attending buyers. These 
dates permit buyers and stylemen 
to get off to an early start in cov- 
ering their regular and new re- 
sources. The working weekend now 
appears to be the established pat- 
tern of this show by popular vote 
from within the industry.” 


semi-annual 


Lodge of Masons, and a member of 
the American Technion, a nation- 
wide body supporting Technion, 


CHARLES SLOSBERG 


the leading technical school of 
Israel. 
are his 


president of 


Surviving Mr. Slosberg 
brother, Samuel L. 
Shoe; his widow, Mildred; 
sons, Myles J. and Barry; a 
daughter, Ellen May; and a sister, 
Mrs. Mildred Landay, all of Brook- 


line. 


Green 
two 


® Valley Shoe Corp., St. Louis, has 
announced the moving of its offices 
to new quarters at 3642 Laclede 
Ave. The firm was formerly at 
2868 South 13th St. 


August Chain Sales Up 6% 
(As Units, Prices Increase) 
COMPOSITE sales of six report- 


ing footwear chains for August 
were 6.8 per cent ahead of a year 
ago. But increases in retail prices 
and in the number of units operated 
by the chains, rather than pairage 
gains, accounted for the increase. 

teports of the individual chains 
rangec from a 12.4 per cent increase 
for Edison Bros. to an 8 per cent 
decrease for Butler. 

For the first eight months of this 
year, the six chains showed a com- 
posite sales increase of 9.1 per cent. 
Setting the pace were Kinney and 
Melville, each with a gain of 11.9 
per cent. 


U.S. Shoe Corp. Sales Set 
Mark but Earnings Decline 

CINCINNATI Net sales of 
United States Shoe Corp. in the nine 
months ended Aug. 31 set a record 
of $41,052,373. This was an increase 
of 3.8 per cent over sales of $39,635,- 
996 for the comparable period of 
1959. 

Earnings, however, dropped by 6.9 
per cent from $2,618,189 to $2,435,- 
362. On a per-share basis, profits 
amounted to $2.15 compared with 


$2.32 for the 1959 period. 


Pe.ve 


NSMA Accounting Clinic 
In New York Postponed 
NEW YORK 
of the National Shoe Manufacturers 
Assn.’s Accounting and Office Man- 
agement Clinic, originally scheduled 
for Nov. 3 
off. It was to be re-scheduled later. 
Harold R. Giblin, NSMA 
tary, the postponement 
made for the convenience of mem- 
bers who will be involved with year- 


The eastern session 


and 4 here, has been called 


secre- 


said was 


end closings. 

“The problem of 
raised by several members,” he said, 
“and a survey shown that the 
year ends Oct. 31 for 35 per cent to 
40 per cent of the manufac- 
turers. The time required to count 
inventories and closing 
statements would the at- 
tendance of many individuals.” 


closings was 


has 
shoe 


prepare 
prevent 


Named to USMC Committee 


BOSTON—Harvey P. Hood, pres- 
ident of H. P. Hood & Sons, has 
been named to the executive com- 
mittee of the United Shoe Ma- 
chinery Corp. The appointment was 
voted by the company’s directors. 

At the same meeting the directors 
voted to declare the regular quar- 
terly dividend of 37% cents per 
share on the corporation's preferred 
stock and 62'2 cents per share on 
the common stock. 


® Hyman S. Miller and the shoe de- 
partment at The Parisian, Birming- 
ham, Ala., an engraved 
plaque from the Naturalizer divi- 
sion of Brown Shoe Co. marking 25 
years’ service to Naturalizer cus- 
tomers in the Birmingham area. J. 
G. Helmbacher, sales manager for 
Naturalizer, presented the award. 


received 
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Slow-Arriving Autumn 
Cuts Fill-Ins at Detroit 


By GRACE GORDON HAY 


DETROIT “Quiet” and “aver- 
age” were the words used most fre- 
quently by exhibitors to describe the 
September showing of the Michigan 
Shoe Travelers Club at the Statler- 
Hilton Hotel. 

Presenting fall and winter styles 
for the last time this season, the 35 
manufacturers and wholesalers rep- 
resented were doing of their 
in fill-ins and late orders. 
And according to reports from both 
buyers and exhibitors, there was a 
fall-off in fill-in orders due primarily 
to a long period of unseasonably hot 
weather late in August and early in 
September. 


most 


b isiness 


Slipper Lines Busy—The 
tions to the quiet atmosphere at the 
show were slipper lines and a wo- 
that displayed ad- 
summer styles of 
made in Italy. 
of the Christmas 
selling season ahead, retailers were 
placing heavy slipper orders or aug- 
stock. And buyers 
were pleased with the attractiveness 
of slipper lines shown. In women’s 
slippers there was wide use of richly- 
colored velvets, gold brocades, pastel 
leathers and jewel or fur trim. Cor- 
duroy boots and shearling-lined slip- 
pers were selling well in children’s 
and men’s lines. 


excep- 


men's fashion line 
vance spring and 
straw and leather 


In anticipation 


menting their 


Lustre Calf Sells In women’s 
dress shoe lines, lustre calf pumps 
being reordered in quantity, 
especially in the brown and gray 
tones. In addition a new deep purple 
called “crushed grape’ was popular 
with buyers. It best used in 
dressy suedes. 

Reorder activity in the lines for 
little girls through teens was cen- 
tered around boot-type styles, patch 
saddles, nylon suedes and nylon vel- 
dress-up pumps. For growing 
boys the outstanding sellers were 
chukkas in reverse buck. 

The next show sponsored by the 
Michigan Shoe Travelers will be 
their spring show at the Statler- 
Hilton and Detroit-Leland Hotels, 
Detroit, Oct. 30 to Nov. 1. 

Between 125 and 150 lines will be 
exhibited. 


were 


was 


vet 
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Is It Helpful? Should It Be Continued? 


Mid-Season Week Is Survey Topic 


NEW YORK—Sponsors of the 
Mid-Season Shoe Fashion Confer- 
ence Week are surveying exhibitors 
and retailers on the usefulness and 
purpose of the semi-annual event. 
Among the questions asked is 
whether the Conference Weeks 
should be continued. 

The questionnaire, prepared by 
the management committee repre- 
senting the four sponsoring groups, 
sent to 216 exhibitors and 
some 1,000 retailers who took part 
in the August Conference Week. 
They were asked to reply as quick- 
ly as possible, so that the answers 
might be analyzed and discussed 
at a meeting of the Mid-Season 
Shoe Fashion Conference Week 
Committee during the National 
Shoe Fair in Chicago later 
month. 

Trade will be used to 
decide future plans and program- 
ming, the questionnaire said. 

Here are the questions: 

® Are the Mid-Season Confer- 
ence Weeks helpful to you in your 
marketing functions? In what way? 

® In your opinion, should the 
Mid-Season Conference Weeks be 


was 


this 


opinion 


continued? If not, state particular 
reasons. 

© If they are continued, will you 
plan to attend a February confer- 
ence? 

® Did you exhibit your shoes 
informally at a hotel during the 
Leather Show when it was held in 
February and August? 

© If the Mid-Season Weeks are 
discontinued, will you exhibit your 
shoes informally in February and 
August during the weeks of various 
associations’ style meetings and 
conferences? 

And for retailers only: 

® What categories of 
would you like exhibited? 
Women’s? Children’s? 

© During the Mid-Season Confer- 
ence Weeks, do you visit New York 
sales offices or factories of shoe 
companies who do not exhibit at 
the Waldorf-Astoria? 

The Mid-Season Week, started 
last February, is conducted by the 
National Shoe Manufacturers 
Assn., the National Shoe Retailers 
Assn., the New England Shoe and 
Leather Assn. and the National 
Assn. of Shoe Chain Stores. 


shoes 
Men’s? 


Next PPSSA Will Be ‘Silver Jubilee’ Show 


NEW YORK—The next Popular 
Price Shoe Show of America will be 
the 25th. To mark the occasion, 
show officials have dispatched shiny, 
silver-colored application blanks to 
potential exhibitors. 

The “Silver Jubilee’ event is set 
for Nov. 27 to Dec. 1 at the Hotels 
New Yorker and Sheraton-Atlantic, 
with the National Assn. of Shoe 
Chain Stores and the New England 
Shoe and Leather Assn. again serv- 
ing as sponsors. 

Applications were mailed first to 
companies which exhibited at the 
May PPSSA. Later in September, 
other firms received applications. 

Edward Atkins and Maxwell 
Field, the show’s co-managers, said 
facilities are now available at each 
show hotel to accommodate ex- 
hibits of related companies under 
one roof. 


The New Yorker will house men’s 
and boys’ lines and women’s, 
misses’ and children’s shoes and 
slippers for the volume trade. At 
the same hotel will be the exhibits 
of shoe wholesalers and importers 
along with purveyors of supply 
items. 

At the Sheraton-Atlantic will be 
branded and non-branded lines of 
higher-price levels, of primary in- 
terest to department stores and in- 
dependent retailers. 

The size of PPSSA, both in num- 
ber of exhibitors and in buyer 
registration, has tripled since the 
first showing in November 1948 at 
the Hotel Commodore in New York. 
At the initial show, manufacturers, 
wholesalers and allied products 
lines occupied some 400 rooms. 
About 2,000 retailers and buyers 
registered. 
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Is Industry a Victim of Casuals? 


4 shoe manufacturer's newsletter 
suggests that the nation’s move 
to suburbia has retarded the shoe 
industry's growth by overempha- 


sizing low-end footwear. 


MAYNARD, MASS.—The popula- 
tion shift to suburbia has hurt the 
shoe business by thrusting the ver- 
satile, lower-profit into a 
position of prominence—at the ex- 
pense of other footwear. 


casual 


This thesis, complete with strong 
documentation, is presented by 
Mutual Shoe Co., Maynard, 
Mass., in its “Mutual Shoemanship” 
newsletter to customers. The letter 
claims shoemen have “defaulted” 
on their ability to influence foot- 
wear trends and demand, and have 
Mu- 
tual suggests that the industry is 


Sales 


been injured in the process. 
“giving up some of its basic prin- 
ciples by forfeit and negligence.” 


Surveyed Population Trends— 
Mutual in its newsletter explains 
that the company worked with shoe 
marketing analysts to survey 1950- 
60 population shifts and their effect 
on shoe business. One finding 
showed that the suburbs accounted 
for two-thirds of the nation’s 
growth. 

Meanwhile, sales of women’s 
dress shoes rose only 15 per cent. 
But sales of inexpensive play shoes 
and sandals and rose 46 
per cent. 


casuals 


Concludes Mutual Shoe: “We 
think the population shift to sub- 
urbia has actually slowed down the 
industry’s growth rate, and has had 
a retarding effect on shoe 
sales growth.” 


retail 


New “Product Mix”—During the 
1950s, average factory value per 
pair rose only 26¢, from $3.44 to 
$3.70, the newsletter says. At the 
roots of this was the change in 
the “product mix” to more of the 
inexpensive casuals. For retailers, 
this trend has usually meant the 
same percentage of markup on a 
lower-priced shoe—with a resulting 
squeeze on profits. 


20 


Trend to the Inexpensive—Mu- 
tual’s bulletin labels the trend to 
inexpensive footwear “insidious.” 
According to the company’s find- 
ings, well over 60 per cent of all 
women’s shoes now sell for $6 and 
under. 

Meanwhile, the number of 
stores today is 6,000 greater than in 
1950. And although total consumer 
spending for footwear has swelled 
to $4.3 billion, the industry’s share 
of the consumer dollar has declined. 


shoe 


Overemphasis on Casuals? An 
increasing number of shoemen, the 
letter that the 
business overemphasized 


shoe 


the 


says, believe 
has 
casual to its own detriment. 


“The 


to spill over into almost every type 


term ‘casual’ today seems 


of footwear. ... The casual is worn 
with 
a formal evening gown.’”’ 
Because of this trend 
and Mutual 
many stores need from 30 to 80 per 
cent more unit sales (of the lower- 
end footwear) to the same 
dollar volume and profit. This sit- 
uation has also helped self-service 
shoe selling to gain a foothold. 


‘just about everything except 
to casuals 


lower prices, Says, 


realize 


“Are We Retrogressing?” Mu- 
tual’s newsletter, denying any op- 
position to either self-service or the 
“casuals” classification, acknow!l- 
edges both are here to stay. 

3ut the letter “Have 
lost faith in fitting services as an 
ingredient of good shoe 
Are we going back, re- 


asks, we 
essential 
business? 
trogressing, and selling foot-cover- 
ings or fitted footwear? Have 
we forgotten the fundamental pur- 
pose of shoe business—to make a 
decent profit?” 

Mutual Shoe’s 
tends “it’s time 
to take a long, hard look at its hap- 
hazard course of Shoe 
business—whether it be an individ- 
ual store or the industry as a whole 
—should never forget this: it can 
influence consumer demand in foot- 
influence trends. It 
what the consumer 


newsletter con- 


for shoe business 


direction. 


wear. It can 
can influence 
buys.” 


Endicott Johnson Fills 
Sales, Marketing Posts 


ENDICOTT, N. Y.—Two major 
appointments in the sales and mar- 
keting field have been announced 
by Endicott Johnson Corp. 

Edgar B. Mooney, Jr., was elected 
vice-president, marketing, and Wil- 
liam D. Benjes was named vice-pres- 
ident, sales. 


Variety of Duties—Mr. Mooney 
will be responsible for all of the 
company’s merchandising, market- 
ing and sales promotion programs. 


EDGAR MOONEY, JR WILLIAM D. BENJES 


He will supervise product planning, 
styling and design, market and con- 
sumer research, sales forecasting 
and analysis, advertising and public 
relations, sales training and special 
dealer services programs. 

Mr. Mooney 
president of his own firm, Mooney 


Marketing and Merchandising Co 


has been serving as 


Supervises Salesmen—Mr. Ben- 
jes, who fills the newly created top 
sales Endicott Johnson, 
joined the firm early this year as 
director of the Make-up Group. In 
his new job he will supervise the 
company’s 285 He will 
be responsible for carrying out all 
sales programs with more than 
18,000 independent retailers and 
with large volume buyers, including 
major department store chains and 
mail order houses. 

He will also supervise sales from 
the Make-up division, the Empire 
Specialty division, the Rubber and 
Canvas Sales division the Le 
high Safety Shoe wholly 
owned subsidiary of EJ. Still other 
duties will be the development of 
new programs in the field of fran- 
chise store operations and dealer 
services, and the development of 
the firm’s new lines and new selling 
markets. 


post at 


salesmen. 


and 


Co., a 
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IS ALWAYS 
IN DEMAND... 


Genuine JUSTINS offer beauty, 
comfort and long wear... the 
qualities men demand when they 

buy fine footwear. Justins are smartly 
styled and hand-crafted by expert 
boot makers with only the finest 
leather. And the hand-lasted fit gives 
satisfying pleasure to the Westerner 
and Outdoorsman alike. 


It all adds up to quality — quality 
that is always in demand. So, 
stock and sell Justins...the 
finest name in footwear. 


e 
ITTY BOOT COMPANY 


Box 548 © Fort Worth, Texas 


AND JUSTIN <7 
BOOTS MEAN ies 


0 I 1 


- an 





They're lovely to look at They're value packed 
and delightful to wear. and priced just right. 


\ Old Pale 


a thousand miles of hop, skip 
and jump in every pair 


$395 and 495 


ae BAST 


, 


/ 


| Professional shoes 
} O F rm : $995 and 1095 
ravers 
$495 i 795 BiG FR j 
lo Bl 
{ 
RoF Te i It's ‘Beauty on Duty’ 
* 4 
®. | e 


girls! 
Where White is Right! 


‘ 


4s s 


Numerous downward price adjustments make it a must 
% hed —— that you visit us at The Palmer House, 
gals love ata Rooms 703 * 704 * 705 
price range they 
adore 


NATIONAL 
SHOE FAIR 





Spout 


. “the footwear men favor” 


$895 to 1295 


It’s the new Godman 
guided missile that’s 


It's a big, big line always on target. 


prices to make 
your volume soar! 


Why You'll GO GO GO 
With the Godman lines 


Better Mark-up %® Expert Styling 


best profit yet newest fashions 


‘> Popular Prices ’ Quality Construction 


many reduced top materials, 


American know-how 
~~ In-Stock Service 


second-to-none 


Tarsad fred 


for feline flexibility 
$g95 to 11 95 


Vow America’s biggest 

mid-heel line 

has needle toes and 

proportioned heels. SINCE 
1883 


odman shoe co. 


COLUMBUS, OHIO 


Great L ines o} Footwear 


NEW YORK OFFICE 
646 Marbridge Building - 34th and Broadway 






































. Crown 









































. porous, it breathes. 


today for 


sample chart! 





your deadline. . 





Write 


andy 





h 











—— es ee me 


Call or write for samples today—see what 


Crown FOAMcote can do for your products. 


MAKE THE FOAMcote FIND: 


cluding your own special fabric. 


FOAMGote is lighter weight than any other 
FOAM CoOte is available on any fabric, in- 


conventional ( ushioning material. 


FOAMCote takes a real beating without 


breaking down. 
Send your order and 


FOAMCoOte is cool .. 





























, every one can 




















tongue liners and bottom 
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From the shoe that’s least expensive to the shoe 


that’s most expensive at retail 
be better with FOAMcote without changing 


Use it for sock linings, vamp lining and cushion 
your price structure. 


insole combination, 


yet maintains your high quality standards. 
fillers. 


other material with comparable compression, 


Crown FOAMcote costs you less than any 


MAKE MORE MONEY OW EVERY SHOE 


ORDER YOU SELL! 
MAKE A BETTER SHOE: 
































Money saved here adds up 





to real Savings when you package 
ne with CARRY - PACK” handles! 


it’s easy to operate The results are so beautiful... 
oom Wha hetatieees no one will ever guess you save money with CarryePack Handles. 
free of charge e Carry-Pack gives your shoe packages a custom look and actually 
shaves your wrapping costs to as little as %4¢ per package! 
e Your shoe packages will have a new, smart look, plus a new customer 
convenience. Carry»Pack can be beautifully custom imprinted to match 
any design pattern or trade mark! 
e Once you try it you'll quickly see how Carry-Pack handles put more 
profit in every package whether you box, bag or wrap! Don't put it off 
. do it today! 


e Mail this coupon for further information . . . or a free trial. 


BSR -100 : 
CARRY-PACK COMPANY, LTD. 
Schiller Park, Ilinois 


Canadian Licensee: Top Paper Products, Guelph, Ont. : 

2 , Z Gentlemen: - 
, 00 Send free, 10 day trial in _._-______ color. ° 

O Send literature and samples. No obligation, of course. - 


COMPANY LTD Stem 





Company. 
Address. 





ILLER PARK, ILLINOIS 
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\ tem \\\ another | 


It's Waterproof, - 
New Miravel | 


5 \ \\ 


New Weatherpmof 


The only waterproof, wrinkle-proof, machine-washable playshoe 





first for 


in the industry today. 
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Ball-Band! 


Red Ball JETS does it again! This sleek new playshoe is made of 
MIRAVEL, a wonderful new material that looks and feels like 
fabric, yet is absolutely waterproof, wrinkle-proof, and machine- 
washable. More bonus points: Waterproof JETS really fit! Elastic 
MIRAVEL gently hugs, flexes with each step, adjusts to every 
contour of the foot. Waterproof JETS are fleece-lined—can be 
worn all winter long, indoors or out. Five popular colors: black, 
white, red, loden green and gold. Narrow and medium widths. 

Interested? A Ball-Band Salesman is headed your way. Ask 
him to show you Waterproof JETS! Or write... 


Red Ball Footwear 


By Ball-Band, Mishawaka, Ind.. 





mn Ob ebinzte 
giving 
makes good 
business 
sense, too!” 


Every business has a vital stake in the welfare of its community. The businesslike way to protect these 
interests is to support your community The United Way. Your United Fund or Community Chest Campaign 
takes care of many community needs without the confusion and waste of separate appeals. 

Your company can contribute in three important ways! @ Make sure your company makes a generous 
corporate contribution. It helps protect the welfare of your employees and customers. g Help your employees 
meet their obligations through easy payroll payments. Experience shows this often doubles, even triples, 
results. g Stimulate executive participation in support of your local fund. Such participation helps safeguard 
the dollar investment made by your company and its employees. 

Remember, giving The United Way helps your community and your company. GIVE THE UNITED WAY 
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SHOE RETAILERS: 


Come To The National Shoe Fair! 
_..TO SHOP...TO BUY...TO LEARN 


TO KEEP COMPETITIVE SHOE RETAILERS MUST MASTER NEW 
WAYS OF FASHION, PROMOTION AND ORGANIZATION. The 
National Shoe Fair is the time and place to learn from acknowl- 
edged experts—SHOEMEN TO SHOEMEN. 


THIRD ANNUAL NSRA RETAILER CONFERENCE 








PROGRAM 


TIME: Sunday, October 23rd-12:00 Luncheon to 4-00 P. M. 


PLACE: Grand Ballroom, Conrad Hilton Hotel, Chicago 


KEYNOTE ADDRESS 


“Changes and Challenges, 
1961.” Analysis of trends 


influences on shoe store 


operations. 


MARCUS RICE 
Merchandise Manager 
Shoes & Accessories 
Famous Barr Company 
St. Lowis, Mo 


“SELF-SELECTION AND SELF-SERVICE” 


Panel Discussion 


LOLIS E. 
WALKER 
Walker's 
Shoe Store 


Waterloo 


ALBERT M. 
OSTROV 


Louis Ostrov 


Shoe Co. 
Akron 


OSCAR KAY 
Morton's 
Shoe Stores 
Boston 


MODERATOR 


LOUIS E. TUPFLY 


Krupp & 
Tuffly 


2 Houston 


IRVING BROWN 
| Coward 


Shoe, Ine. 


New y ork 


IRVING 
CROSSMANN 


I. Miller 
Los Angeles 


STEWART 
SUNNESS 


Pix shoes 
Miami 


A full, open discus- 
sion, questions and 
answers, to explore 
merchandising-operat- 
ing aspects of self- 
service retailing. 





PURPOSES: To make retailers better shoemen 
To strengthen the retailer's competitive position 
To analyze and discuss retailing influences in the 


sixties 


THEME: “CHANGES AND CHALLENGES — 1961 


FASHION 
EVALUATION 


Apparel and Shoes 
Spring 1961 


THELMA HENNESSEY 
Director of Fashion 
and Publications 
National Shoe 

Retailers Assn. 


VISUAL DISPLAY OF 
SILHOUETTES . . . COLORS IN FABRIC AND LEATHER 


“MEETING TODAY'S COMPETITION” 
DISCUSSION LEADERS 


FASHION 


Exploiting trends 
modern buying; im- 
proving turnover; etc. 


PROMOTION 


Showmanship; adver- 
tising; display; pub- 
licity; store image, etc. 


ORGANIZATION 


Development of per- 
sonnel structure; unique 
training programs; em- 
ployee-employer public 
relations. 


Z. ALBERT JOSEPH 


} =Joseph Salon Shoes 


Chicago 


SHERMAN HINKEBEIN 


Baynham Shoe Co. 


Evansville 


WILLIAM SCHEFT 
H. Scheft Company 


Boston 


WRITE: NATIONAL SHOE RETAILERS ASSOCIATION, 274 MADISON AVE., NEW YORK 16, N. Y., FOR RESERVATION. 
ADMISSION (LUNCHEON AND MEETING) $10.00 PER PERSON. SEND YOUR REGISTRATION AND CHECK NOW! 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Sinite4. Automatic 
Leveling Machine a “‘natural’”’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Stetiad, Automatic Leveling Machine — 
Model A. 


JJnited. 
UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


Boot and Shoe Recorder 





a 


Jice of nite 


In discussing the ways in which the 


smaller shoe manufacturer can 
strengthen the position of his retail 
customers, RICHARD POTVIN, presi- 
dent of the R. J. Potvin Shoe Company 
of Brockton, “An 


pendent shoe manufacturer who sets 


Mass., said: inde- 
up his organization and his own think- 
ing to make his product and his ser- 
vice important to the independent shoe 
retailers, is just as assured of his out- 
lets as is the controlled outlet whose 
lease is owned by a manufacturer .. . 
without the many organizational prob- 
lems that go along with controlling of 
outlets. 


that 


there is a future in organizing your 


“First, you must be convinced 
company's resources to service the in- 
dependent shoe retailer, rather than 
try to be all things to all men. 

“You cannot just give lip service to 
the fact that your product has ac- 
the 
effort on your part to pre-sell your 
There 


many ways that a smaller shoe manu- 


ceptance to consumer, without 


shoes to his customers. are 
facturer can help his product move 
from his dealer's shelves. 

“It is important to give the product a 
name and then to create a brand image 


ee 


not necessary to attempt this through 


to give it a personality. it is 


expensive national consumer media, 
because our own trade publications can 
accomplish this for you with a very 
modest advertising budget.” 
oe o * 

“Small shoe stores must control inven- 
tories very rigidly if they are to make 
says JACK PARKER. man- 


moneys, 
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‘Trade 


ager of the Avon Shoe Shop in Mil- 
ford, Mass. 


or twice a week. We send our fill-in 


“We size our stock once 


orders via air mail and have shipments 
sent to us special delivery. In this way. 
we get the merchandise within two or 
If we size our stock on 
the 
orders through late that day, we gen- 


three days. 


Saturday afternoon and = send 
erally have the merchandise from the 


mid-west in our store by Tuesday 
morning. 

“We find airmail and special delivery 
a very important combination. It helps 
keep our inventories at a minimum 
and our stock complete. It's well 
worth the extra cost.” 

& * . 

“Maybe the whole problem of foreign 
imports could be simplified, if we 
would use the same business-like ap- 
proach that we apply to our own busi- 
nesses,” says NATHAN ROSENBERG, 
owner of the New Idea Shoe Store in 
East Greenwich, R. I. “Use the same 
set of rules that govern our own oper- 
ations,’ he continues. “For practical 
purposes, we should not buy from any 
country just because we like its lead- 


Neither 


beca use we 


ers or form of government. 
should we refuse to buy 
don't see eye to eve with the leaders 
of some government. Our concentra- 
tion should be on the commodities and 
the price. Those nations which meet 
our requirements satisfactorily, 
ethically, profitably are the ones 
to work with and consider.” 
o © * 
“Edit. Bolster. 


the three-point program that can pave 


Follow-through” is 


the way to profits for manufacturers 


as well as retailers,’ says IRVING 


BROWN, president of Coward Shoe 


Stores. 

“Edit is the area in which a manu- 
facturer creates and consolidates a line 
so that it most nearly conforms to the 
needs of his retailers. 

“Bolster—once the line is properly 
edited, it has to be backed up, if it 
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is to have the greatest possible value 
to the retailers. It has been our ex- 
perience that we can increase the sale 


of a number by 25 per cent or more 


—ay 


if it is adequately stocked in the store 
and bolstered with a stock department 
by our supplier. 

“A well-edited, well-bolstered line of 
shoes can be dynamite; but it has to 
be ignited to expend its greatest value. 
The ignition is the follow-through that 
provides the tools for effective dis- 
tribution. 

“For a small manufacturer. a close 
contact with his retailers is one of the 
best ‘follow through’s’ of all. In this 
way. he can see if his shoes are being 
properly displayed. Analyze the pro- 
motion efforts. Ask for a 
the sales of the shoes to see if the sizes 
Make 

that 


record of 


and widths are being filled in. 


comments and add knowledge 
may be helpful.” 

8 @ 

“One of the main characteristics of 
fashion is change,” STANLEY 
MARCLS, president of Neiman-Marcus 
of Dallas, Texas. “This change.” he 
not the kind that is 


f< rced obsoles- 


says 


continues, “is 
often 
cence; but the kind of change that 


referred to as 


comes from the desire of women to 


express self - individuality through 


change in attire. This doesn’t mean 
that 


every article but does mean that some 


fashion changes every year in 


new movements in fashion are origi- 
. That 


there is a constant state of flux. 


nating and dying constantly. 


“Today's mass production techniques 
have enabled us to produce the great- 
est intrinsic values in shoes and other 
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apparel we've ever known, but the 
very nature of mass production re- 
quires standardization of product with 
a consequent discouragement to the 
creativity on which fashion breeds. 
“Creativity is not only discourged by 
production restrictions, such as the 
high cost of new wood, labor rates 
and leather costs but by the low rate 
of receptivity for newness by the shoe 
buyers of America. That doesn’t mean 
there aren’t enough buyers clamoring 
for new ideas. It does mean that not 
enough buyers realize the importance 
of getting newness into their stocks 
constantly and that not enough buyers 
encourage designers to experiment by 
the only applause a creative designer 
understands . . . and that is con- 
firmed orders. 

“There’s another angle. Buyers must 
pass along the general fashion informa- 
tion about the coming season to their 
They must find ways of 


dramatizing this information to them 


selling staff. 


so that they can absorb it and use it 


for greater selling authority. Too 
often the only knowledge that the shoe 
salesman has is related to the two feet 
ot his customer and not to the fash- 


ions of the day.” 
* > * 


HAROLD B. GESSNER. president of 
Oomphies, Inc., answers the question: 
Is there a solution for the independent 
retailer and for the small branded 
manufacturer? He says: “I believe 
the small retailer has some terrific ad- 
vantages if he uses them correctly. 
First, his business is personalized. He 
can get closer to his customers. If he 
is aggressive, he can make his store 
interesting and not a carbon copy of 
his neighbor’s. He can operate on a 
lower cost and hence can fight with 
pric e. Yes, with brands too. because | 
think brands will have to face up to 
the problem of price sooner or later. 
And he has an important advantage 
over his volume competitors. He can 
fight with quality. The small manufac- 
turer can seek new markets if he will 
not let his prejudices and preconcep- 
tions hold him back 


om * * 


Proficiency 


ning personality and the ability to get 


in salesmanship, a win- 


along with people, are of prime im- 
portance to a career in retailing, most 


merchants feel. 


Profile.... 


by ESTELLE G. ANDERSON 





BILL DOUGLAS 


FTEN it isn’t anything more than just the germ of an idea or a 

casual suggestion that can change the course of a person’s life 

Naturally, it can’t stop at that. There must be the follow through. 
And. in the « ase of Bill Douglas. that follow through was strong. determined 
idealistic and dedicated. 

Certainly, up to that Sunday in 1951 when Dr. Joseph Valenza (a friend 
of long standing) came to visit, Bill Douglas had never given the shoe 
business a thought. Why should he? He had a good job in the advertising 
department at Sears Roebuck. Had been with them for ten years, through 
high school and college, before and after serving four years in the Navy, and 
However, Dr. Valenza 


in all likelihood would continue for a long time 


changed all that. As a chiropodist, he was constantly aware of the need, in 
Houston, for a specialized shoe store where parents could take their children 
for good shoes, carefully fitted. He 


surgeons, pediatricians and chiropodists would welcome such a store . one 


explained, too, that the orthopedi« 


they could depend upon to fill their prescriptions for corrective footwear 
and shoe corrections carefully and accurately 

sill listened intently and the idea came into sharper focus. It could be 
the keystone of a lifetime’s work. To Bill, at 27 years of age, the future was 
something to think about. It was an exciting prospect . a stirring 
challenge. 

And so it was done! A partnership was formed. Neither Bill nor Dr. 
Valenza knew too much about business. As for money, they had even less 
between them $1.000. They borrowed another $2,000 from a friend 
in Chicago. With that. lots of hard work and some good fortune, they were 
ready, in May 1951, to open a small store on Shepherd Drive in Houston 
Texas. They called it The Shoe Box. 


“cold.” He spent the week or two before the opening, 


However. Bill didn’t want to open 
“cramming the shor 
business at Raiford’s in Memphis, Tenn. Phil Raiford’s store was the model 
upon which Bill was patterning his own store. Here he saw his first ortho 
pedic shoe fitted, inlays and wedges applied. Looked at an inventory system 


(CONTINUED ON PAGE 41) 
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Much of the slim, sleek appearance of this unlined welt 
moceasin can be attributed to the leather its designer 
selected. To achieve lightness, all linings and doublers have 
been eliminated. Paradoxically, this dictated the use of a 
slightly heavier upper stock. 

Unusual softness and character are imparted by the 
texture of the shrunken grain. This texture is sufficiently 
pronounced to permit the use of custom antiquing, which 
is retained only in the “shadows” of the grain, achieving 
a distinctive depth of tone. Classically simple in its details, 
this British Walker style uses a single bold hand stitch 


on vamp, lace stay and top line. 





Diversity of Toe Shapes 


New lasts are appearing in shoes in France, in Italy and right here in 
the U.S. A. Some are brand new, some a season or two old, but all in- 
dicate new thinking in women’s style shoes. 


by ELEANOR M. RUTTY 


OT just one kind of toe shape 
long and sharp, sharper 
and sharpest—will be your 
promotion theme in lasts this fall. 
These sharp toes are continuing, 
and in volume, but they are not 
where the news is. In these photo- 
graphs we show two of the most 
radical lasts. They were created in 
Paris by Roger Vivier for the Chris- 
tian Dior shoes and were shown at 
the recent fall Couture openings. 
The square toe Vivier shoe—rest- 
ing flat on the ground, with no 
spring in it—is broadly blunt—no 
little snipped-off point, this one! The 
vamp is flat, almost pushed down, 
on top. This idea of the flattened- 
out toe has been discussed by a lead- 
ing American style last manufac- 
turer as a definitely new expression 
in lasts. The second photograph 
shows another Vivier-Dior toe 
character. This elongated toe ends 
in a softly, gracefully rounded tip 
joth these shapes have futures in 
American shoes. In fact, the Levine 
shoe sketched on the left page has 
already broken away from the sharp 
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Points to New Lasts... 


tip and has been beveled down from 
the throat. 

Toe shapes like these do not spell 
an end to the needles, but they are 
something to watch and be ready 
for. Some of your customers, per- 
haps many of them, have been wait- 
ing for the day when they can find 
shoes that bear some resemblance to 
the shape of their feet. And not 
just older, comfort-seeking women 
are asking for a change. As the 
triple needle becomes a volume style, 
fashion-conscious, 


well-dressed wo- 


men of all ages, recognize that the 


Left: Left to right: triple needle pump in 
bright blue calfskin trimmed with match- 
ing lizard, Erica; double needle toe 
pump, interesting combination of green 
and blue, Marino; blond alligator pump 
with softly rounded square toe, 17/8 
heel, Herbert Levine. 


Right: Italian style manufacturers are 
represented here in two fantasy tips. 
The shoe with turned-up toe is in gray 
luster leather trimmed with black patent 
leather. The other shoe, with the pushed- 
in tip, is orange piped in gold. 


Photos above and left: Two styles by 
Roger Vivier created for the Christian 
Dior fall collection and shown at the 
Couture openings in Paris. The square 
toe pump with flattened top is on the 
Infante last with 18/8 Poignard heel. 
The Eclips last, left, now a year old but 
selling better than ever, they say, has 
long, lean lines and subtly rounded toe. 
(Photograph of this shoe courtesy of 
Bonwit Teller; one of their Designer 
Collection of fall shoes.) 
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proper place for these lasts is in 
dressy, dramatic costuming. 

All this can be rough going for 
you retailers, but happy shopping 
for your customer. At last she can 
find a shape for every kind of cos- 
tume and occasion. Her problem has 
been solved, but what about yours? 
Now, in addition to a range of 
heights and shapes of heels, a vari- 
ety of leathers, fabrics and colors, 
you will soon have—or maybe now 
have—diversity of toe characters 
Added to all these, 


provide 


and last shapes. 


you must adequate size 


ranges. However, if you have the 
reputation of being up-to-the-minute 
in styles, you cannot afford to be 
without one or two new last shapes. 
As for the Winklepicker, with its ex- 
aggeratedly long toe, let us put it 
down as a good conversation piece. 
Heel heights and shapes are so 
closely related to lasts and toe 
shapes, that we should say some- 
thing about the new trends in heels. 
The very slim, very high heels—up 
to 25/8 and even higher—will con- 
tinue as volume, just as the triple 
needle point will. But there are 
strong indications that lower heels 
are on the way for even the very 
sharp toe tips. Speaking of the new 
flattened-over-the-toe lasts, style au- 
thorities say that this is being ac- 
cepted in 15/8, 18/8 and 23/8 heel 
heights. Triple needles, we are told, 
have also been asked for on 15/8, 
18/8 and 21/8 heels. Obviously, 
these style lasts do not require the 
very high heels exclusively. 
Concepts of heel shapes have been 
changing, The ‘‘Poignard,”’ 
shown here on Vivier’s very blunt, 


too. 


square-toed pump, is a shape already 
adopted by some fast style manufac- 
turers. It is suited to medium 
heights. Vivier’s pump has an 18/8 
heel. More solid heels on the me- 
dium 17/8-19/8 find a place on new 
blunter toe shoes. 


f\ 





All Around the Calendar 


iS 


Left to right: mother and daughter striped fabri sole, U. S. Rubber Keds; black velvet, white 


ties, Mishawaka Summerettes; 


“Panther,” brushed sole, laces, Genfoam; child's tie, colorful sock lin- 


nylon upper, crepe rubber outsole, cushioned in ing, Bata. 


ND why not indoors and 
out? Every woman likes 
the chance to be comfort- 

ably, cooly, smartly dressed in the 
warm months of summer or in the 
warm protection of her home in 
winter. She finds this style in soft, 
colorful shoes, on low—or no 
heels, and springy no-skid soles. 
Summer’s end need not be the 
end for such shoes. It can, in fact, 
be the beginning of a new season 
for them. Some retailers are real- 
izing their potentialities as year 
‘round sellers but many still do not 
take advantage of this opportunity 
for extra sales. If cotton house 
dresses can sell all year around, 
why not casual shoes in bright col- 
ors, on safety-in-the-home rubber 
soles? And if these indoor styles 
—comfortable and attractive—are 
good for mother, why are they not 
equally good for the whole family? 
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by 


ELEANOR M. RUTTY 


Clockwise: Nautical detailing, printed sock lining, Bata; “Nylon Coolie,” special 
construction plastic heel and sole, vulcanized to upper, U. S. Rubber Kedettes; 
plaid detailing, Genfoam. 
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84- 
40 and 
8,000,00¢ 


EIGHTY-FOUR YEARS AGO — in distant 1876 — we 
made our first pair of shoes at Rockland, Massachusetts. 


FORTY YEARS AGO — in 1920 — we pioneered in the 
creation and introduction of Wright Arch Preserver Shoes, 
have concentrated on them vigorously and devotedly ever 
since. 


THIS MONTH we are producing our 8,000,000th pair of this 
now world-famous footwear! There could be no more con- 
clusive proof of the superb quality we build into Wright Arch 
Preserver Shoes or of the appreciation of their unique foot- 
protecting features by our steadfastly loyal customers. 





TO THEM and to our employees, our suppliers, and to the 
men who sell and fit our shoes we extend our sincere gratitude 
on this happy occasion. 











Famous Wright 


* 
Arch Preserver Shank 
Metatarsal raise wri ° 
for weight distribution "Ss A , 
Flat forepart — We LL ALE DI 


permits Feat exercise 


4 Heel-to-ball fitting — 
shoe fits to foot action E. T. WRIGHT & CO., INC., ROCKLAND, MASS. 
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What's in a Shoe and How to Sell It 





The Stitchdown Process 


The Stitchdown process ranks third in popularity. The principle rea- 
son for this high popularity is economy but none the less the process 


produces a remarkably sturdy, good wearing shoe. 
by WILLIAM A. ROss!I 


HE Stitchdown next 

to the moccasin, is the oldest 

shoemaking method known. 
It’s perhaps the oldest of all shoe- 
making processes utilizing an out- 
sole. Footwear made by this method 
has been found in Egypto - Roman 
ruins. 


process, 


Nevertheless, even today it still 
ranks third (next to the Cemented 
and Goodyear Welt) in popularity as 
a shoemaking method in the U. S. 
About eight per cent, or some 50 
million pairs, of our total shoe pro- 
duction is made on this construc- 
tion. But if applied to juvenile foot- 
wear, where this process is most 
used, then the Stitchdown method 
represents a very substantial portion 
of the shoes in this group. 

For example, the Stitchdown proc- 
ess accounts for 21 per cent of all 
babies’ shoes, sizes 0 to 4; in in- 
fants’ shoes, sizes 41% to 8, the share 
is 29 per cent; in children’s shoes, 
814 to 12, the share is 40 per cent; 
in misses’ shoes, sizes 12% to 3, it’s 
36 per cent; in boys’ and youths’ 


CROSS-SECTION OF 
SINGLE-SOLE STITCHDOWN 


LOCRSTITCH UNITING —_ 


OUTSOLE ANO UPPER 


shoes, sizes 8 to 6, Stitchdowns ac- 
count for 28 per cent. 

One reason for its long-reigning 
popularity is its simplicity and con- 
sequent economy, and its good ser- 
viceability. In its most form 
(the single-sole Stitchdown) it con- 
sists merely of an upper sewed to 
an outsole, with no other components 
or operations involved. 


basic 


{ Simple Process 

The principle of the process it- 
self is extremely simple. The last- 
ing edge of the assembled upper 
doesn’t turn in under the shoe as in 
almost all other processes. Instead, 
this edge flares out as a flange and 
atop the edge of the outsole 
around the whole shoe. This flange 
of upper is sewed to the edge of the 
sole. This is the most fundamental 
kind of Stitchdown. 

One characteristic Stitch- 
that the surface is 
always smooth, without stitching or 
metal parts visible in the forepart 
of the shoe. Another is the exten- 
sion-edge sole, necessary as a foun- 


CROSS-SECTION OF 
TWO-SOLE STITCHDOWN 


lies 


of the 


down is inside 


STITCH UNITING INSOLE 
LINING AND UPPER 
LOCKSTITCH UNITING OUTSOLE, INSOLE, 
LINING, UPPER AND WELT 


dation for the flared-out lasting edge 
of the upper. Also, the stitch which 
attaches upper to sole is always visi- 
ble around the top and bottom edge 
surface of the sole. 

The Stitchdown used 
almost altogether in juvenile foot- 
wear, from infants’ through to boys’ 
sizes up to 5, and in some men’s work 


process is 


shoes. 

Shoes this 
usually in the lower price ranges be- 
cause of shoemaking economy and 
simplicity of design. Despite the 
large number of shoes made by this 
process, few are branded lines. 


made by process are 


Lower Price Ranges 
Perhaps the chief reason for this 
shoe’s popularity is its stark econ- 
omy. 
ably 


It can be made with appreci- 


fewer operations and compo- 
nents, so that its retail price may be 
anywhere from 30 to 50 
below a shoe of comparable style and 


materials made by other processes. 


per cent 


It can be produced with greater ease 
and speed in large volume because it 
CROSS-SECTION OF 
THREE-SOLE STITCHDOWN 


MIDSOLE AND UPPER 


LOCKSTITCH UNITING 
OUTSOLE, MIDSOLE, UPPER AND WELT 
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involves fewer styles, patterns, dies, 
lasts and sizes. Nevertheless, the end 
result is a remarkably sturdy shoe 
delivering a high level of perform- 
ance at an economy price. 


Assembly of upper last and outsole. Note 
flanged-out edge of upper against the sole. 

A further point of economy lies 
with the simplicity of design or styl- 
ing of over this proc- 
One reason for the simple styl- 
ing is that the out-flare of the upper 
edge must have a minimum of seam- 
ing to prevent “lumps” forming on 
the top edge of the sole. As a result, 
the plainest of upper design is usu- 


shoes made 


CSS, 


Appearance of shoe after the outflanged 
margin of upper has been stuck to the 
outsole. 

ally used. The relative plainness of 
styling puts it into the “basic” shoe 
classification, cuts risk of seasonal 
style turnover permits longer and 
more economical factory runs on 
fewer styles. 


Three Types of Stitchdowns 
There are three types of Stitch- 


Appearance of shoe after permanent sole 
attaching with a lockstitch seam. 
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downs: the single-sole, 2-sole and 3- 
sole. While the Stitchdown principle 
(flanged-out edge of upper attached 
to the sole) remains the same, each 
of these three types has certain 
characteristics of its own. 

The single-sole Stitchdown is the 
simplest form. It’s used primarily 
for inexpensive infants’ shoes. It 
consists simply of upper and out- 
sole, usually nothing The 
flanged-out edge of the upper is 
first cemented to the top outer edge 
of the Then these two 
edges, upper and sole, are sewed by 
a Goodyear lockstitch all around 
the edge of the shoe. Flexibility 
is an important characteristic of 
this construction. 

On occasion there may be a varia- 
tion to this. For example, a strip of 
welting may be used as a reinforce- 
ment. This welting is narrower than 


else. 


outsole. 


usual—only one-eighth or one-quar- 
ter inch in width—because it simply 
lies atop the edge of the sole and 
project under the upper of 
the shoe, as in a Goodyear welt shoe. 
The flanged-out edge of the upper is 
the 
three 


doesn't 


sandwiched between sole and 


welting, and the are sewed 
together. 

If a lining is used on a single- 
sole infants’ Stitchdown, then a very 
light insole is added. This anchors 
down the lining—but the rest of the 
shoe is made by the regular single- 


sole Stitchdown process. 


The 2-Sole Stitchdown 
The 2-sole Stitchdown is by far 
the most popular of all three types 
It’s commonly 
used in economy-type juvenile foot- 


made on this process. 


wear. 

The 2-sole Stitchdown consists of 
upper, midsole (which also serves as 
the insole), and outsole. It’s prob- 
ably the only method of construc- 
tion in which “pulling over” of up- 
per to last is done before the insole 
is tacked to the last. 

The assembled upper and lining, 
with flanged-out edge, is placed on 
the last. The midsole is at- 
tached with a chainstitch around 
the whole outer edge of the shoe 
drawing the upper down tight to the 
last. What we now have in this stage 
is a rough version of a single-sole 
Stitchdown. However, the 
2-sole Stitchdown is used by older 


now 


because 


children, more sturdiness must be 


built into the construction. 


A shank is now placed in the shoe 
under the arch. Then the outsole is 
applied to the midsole, with shank 
compressed between. For further re- 
inforcement a strip of welting (as 


Shoe upper completely assembled as it 
comes from the fitting department. Out- 
flanged counter. Last over which the shoe 
is made. 

in the single-sole construction) is 
always used around the extension 
edge of the midsole. (Note: unlike 
the Goodyear welt process, the welt- 


oid 


Cie 


Shoe upper assembled on last. Appearance 
of shoe after “pulling over.” 
ing isn’t an integral part of the con- 
struction, but serves only as a re- 
inforcing agent.) 

The entire “sandwich” around the 
extended edge of the shoe—consist- 


DM 


~ 
‘i 


sii 


Bottom view of shoe after “pulling over.” 
Bottom view of shoe with midsole tacked 
temporarily to last with two upstanding 
tacks. 
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(CONTINUED FROM PREVIOUS PAGE) 


ing of welting, upper, lining, mid- 
sole and outsole—is firmly sewed to- 
gether as a unit with a Goodyear 
Lockstitch seam. This kind of stitch- 


Appearance of shoe after toe and heel 
forming. Second view shows the shoe after 
“thread lasting.” 

ing is visible along the top edge of 
the sole, around the whole shoe, and 
is known as “stitched aloft.” 


The 3-Sole Stitchdown 

In a 3-sole Stitchdown an insole 
is added. So it now consists of in- 
sole, midsole, outsole and upper, in 
addition to lining and welting. This 
construction is usually used for 
larger boys’ sizes and men’s work 
shoes—to add further “body” to the 
shoe for the hardier service the shoe 
must render. The actual process is 
about the same as in the 2-sole con- 
struction, except for the addition of 
the midsole between insole and out- 
sole for extra heft. 

It is now propably quite obvious 
why the Stitchdown has for so long 
retained its popularity as a shoe- 
making process, particularly in “econ- 
omy” footwear where the require- 
ments are sturdy performance at 
low cost in basic styling. 

And despite the simplicity of this 


Bi 


Shoe bottom after thread lasting with 


wood shank cemented in place. Outsole. 
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process, the Stitchdown provides a 
good range of versatility that ex- 
tends its use from light-flexible in- 
fants’ shoes to rugged men’s work 
shoes. This is achieved, we've 
seen, merely by adding “layers” onto 
the bottom. The fact that this can 
be done without complicating the es- 
sential process itself, is a high tribute 
to this fine method of shoemaking 
that continues to remain as modern 
as it is old. 


as 


Merchandising the Stitchdown 

Retail shoe salespeople will often 
tell the customer that a shoe is a 
“genuine Goodyear welt.”’ That's fine. 
But rarely if ever does the salesper- 
son tell the customer that a shoe is 
a “genuine Stitchdown.” Why not? 
Certainly the Stitchdown has certain 
features of its which have a 
sales-story value. And here are some 
of the important highlights that can 


own 


Appearance of shoe bottom after “sole 
laying.” Second view shows shoe bottom 
after “rough rounding.” Illustrations cour- 
tesy United Shoe Machinery Corp. 

be merchandised. 

1) Value: Perhaps no other shoe 
construction deliver such high 
performance value in the lower-price 
range. To re-use a familiar expres- 
sion: It’s a lot of shoe for the money. 
You can cite why high value can be 
given at low price. 

2) Smooth inside surface. No ex- 
posed seams or metal in the fore- 
part. This is a health, comfort and 
safety feature important as a sell- 
ing point in children’s shoes. Have 
the customer insert a hand inside 
the shoe as a demonstration point. 

3) Wear. The Stitchdown is syn- 
onymous with good wear. Remember, 
shoes made on this process are basic 
in styling and emphasize utility val- 
They’re built for durability. 


can 


ues. 


This has especial appeal in children’s 
shoes, and particularly in the econ- 
omy price ranges. Sell the “double 
sole” idea. 

4) Flexibility. In infants’ shoes 
the single-sole Stitchdown has ex- 
ceptional flexibility. But show why— 


Appearance of shoe with the welt partially 
stitched. Second view shows top view after 
stitching is completed. 

because it’s simply sole and upper 
(or a very thin insole, when one is 
shoes). 
The 
back 
thousand years. It’s the oldest soled- 
shoe process known. And it’s still 
in popular use today. This is factual 


used, as with lined 
5) Its 


down 


Stitch- 
several 


“romance.” 


process dates 


evidence of its soundness as a good 
shoe. So “romance” historical 
reign and convert this into a selling 
feature. 

6) Stitchdowns, 
being in the lower price ranges, are 
usually purchased by persons whose 


its 


General comment 


primary interest is an economy prod- 
uct delivering good performance. The 
Stitchdown has just such features. 
Therefore the Stitchdown’s features 
ideally in with the 
tomer’s primary interests. When you 
“sell up” these features you're auto- 
matically ringing the sales bell with 
the customer. @ @ 


are tune cus- 


Appearance of shoe bottom after it is 
stitched. Note the stitches are drawn 
tightly into a groove on the surface of the 
outsole. This visible type Goodyear stitch- 
ing is known as “stitched aloft,” Second 
view shows the shoe bottom after heel at- 
taching and edge and heel trimming. 
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Profile: Bill Douglas 
(CONTINUED FROM PAGE 32) 


and an order book, at invoices and 
size sheets. He began to realize how 
absolutely little he knew about busi- 
ress and especially the shoe busi- 
ness. But he was committed to it 
now! 

That first year was far from easy. 
It needed the courage and strength 
that only youth has to stand up to 
the frustrations and difficulties. But 
Bill had a very staunch ally and 
he!lpmeet his wife, Amy. She 
worked at an oil company and with 
her income managed to pay the 
monthly bills for food and clothing, 
for there was no salary at The Shoe 
Box. Because of his practice, Dr. 
Valenza couldn't work at the store. 
He was the absentee partner but he 
would send referrals from his office. 
In the early months of the 
operation, Bill used to close the 
store for an hour or two each day. 
He would make daily visits to the 
doctors’ offices, become acquainted 
with them and then go back to the 
store again to take care of the oc- 
casional customer. It wasn't too long 
before the doctors in and around the 
vicinity began to send their patients 
to The Shoe Box for corrective 
shoes. Sales during the first year 
didn’t quite reach $9,000 but Bill was 
happy in the thought that even that 
number of people knew about the 
store and had come in to buy. 


store 


Three Important Events 


Three important events occurred 
during the second year. First, Bill 
decided to move from the poor loca- 
tion on Shepherd Drive to the Braes- 
wood Shopping Center. This was a 
wise decision since Houston too was 
moving southwest at that time, into 
a good, young nieghborhood. Second, 
Amy quit her job at the oil company 
and came into The Shoe Box on a 
full-time basis. This gave Bill more 
opportunity to get out and make 
more calls upon the doctors. 

As Bill learned more about the 
shoe business and doctor’s contacts, 
he realized that The Shoe Box was 
vulnerable to criticism by having a 
doctor connected with it. Frequently, 
when detailing a prescription with a 
doctor, the question of Dr. Velenza’s 
association would come up. Bill 
would answer the question frankly 
but he knew the doctors still had 
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reservations. It was an extremely 
delicate and difficult decision, but 
inevitable. Bill bought out Dr. Va- 
lenza. The business has been a sole 
ownership since that time. 

Success of The Shoe Box is at- 
tributed to many sources. The most 
important one is probably “the fresh 
approach to selling” as well as the 
opportunity to shop in a friendly, 
interested atmosphere. As Bill says: 
“We feel we may have some crack- 
pot ideas and a cock-eyed approach 
that would be frowned upon by big 
business, but they fit our store and 
our ideals. Our customers are happy. 
Most Shoe Box customers feel they 
have grown with the store. They are 
reassured by the familiar surround- 
ings and by having the same sales- 
people take care of them through the 
years. Old customers have confidence 
and trust. However, the problem is 
to meet and overcome the skepticism 
of some of the new customers. In 
the long run, they are won over and 
convinced by deeds and satisfaction. 


Customers’ Trust 


“We work hard to attain and keep 
our customers’ trust. We maintain 
permanent record cards (9000 active 
on file in our two children’s 
stores at present) on every child, 
with explanatory notes made at the 
time of the fitting, that will assist 
the fitter at the next visit. Doctors’ 
prescriptions and_ special fitting 
problems to watch, are also entered 
on cards. We have one employee who 
nothing but send reminders, 
birthday cards and many other cus- 
tomers’ services. Through the years 
this has helped build The Shoe Box 
image. 

“As for our employees, we have a 
warm and extremely enthusiastic at- 
mosphere. We want them to 
happy and interested in their work. 
I've made it clear that an unhappy 
salesman cannot do his work prop- 
erly. What's more, he spreads his 
unrest to the others. Therefore, we 
would just as soon he didn’t report 
for work. Fortunately, we have 
never had a serious personnel prob- 
lem and have lost only one man 
since we started our business. Every 
one of the other seventeen employees 
has stayed through the _ years. 
There’s Sadie Kaiser. She became a 
grandmother during her years with 
us. Jeanette McDaniel got married, 
had her baby and two years later 


ones 


does 


be 


rejoined the organization. There is 
Kenneth Ayers, who started at 21 
and now, at 28, is the general man- 
ager of the group. That’s only to 
give an idea of our set up. There 
are also relatives: Sam Faught, 
brother-in-law, manages Store No. 2; 
Neva Batterson, sister-in-law, is 
office manager; Ida Crabbe, an aunt, 
who was our first employee back in 
1952. 

“No commission is paid to our 
sales people. Excellent salaries, at- 
tractive working conditions, sick 
leave, paid vacations, company shared 
group insurance, pension trust for 
employee retirement .. . all add up 
to a healthy, happy management- 
personnel situation. Our employees 
have a sense of being an important 
part of our operation and they will 
work any and all hours, if need be, 
to keep everything right up-to-date. 
Gripes are aired and tensions that 
tie up nerves are dissipated. It re- 
sults in working conditions that are 
pleasant and congenial.” 


in Extensive Library 


An extensive library ef some 250 
books is available to employees; and 
they read them too! Books include 
Alexander Hamilton Institute’s vol- 
umes on every phase of business. 
There are books on salesmanship, 
management aids for small busi- 
nesses printed by the U. S. Govern- 
ment Printing Office. The National 
Cash Register Company has made 
many books available that are help- 
ful to the employees. Shoe Box pays 
full tuition for any employee who 
attends local University of Hous- 
ton’s evening courses in retailing. 

At The Shoe Box, strong emphasis 
is put on sales training, knowledge 
of the merchandise, understanding 
customers and their problems. Week- 
ly sales meetings, of a half-hour 
duration, help keep employees in- 
formed of new trends and ideas and 
help solve store problems. “We try 
to attract better educated young 
people,” says Bill, “to interest them 
in shoe retailing. Each year we em- 
ploy a Distributive Education stu- 
dent, from of the local high 
schools, to work in our store and to 
study retailing. We find these 
youngsters interested and capable.” 

The first customer fitted at The 
Shoe Box, in May 1951, was a lady 
who needed orthopedic oxfords. Im- 

(CONTINUED ON PAGE 50) 
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Independents 


JAMES A. RICK 


President, Independent Shoemen 


AN the independent survive the sixties—a decade 
many believe is dedicated to the development of 
the mass distribution market? 

And too, does the independent have an “ace in the 
hole” to enable him not only to preserve but to further 
develop his place in merchandising? 

James A. Rick, president of Independent Shoemen, 
says that if these questions remain unanswered, “The 
result will almost inevitably be in the negative. 

“We believe the right answers are within our grasp. 
In fact,” continues Mr. Rick, “Independent Shoemen, 
as an organization, is convinced that whatever positive 
action the independent shoe industry takes today in 
assuring its place in the future will reap sizeable divi- 
dends tomorrow. 

“But before he takes action, the independent must 
clearly understand the forces which helped create the 
atmosphere in which he faces the future. Without such 
an understanding, he cannot effectively prepare himself 
for the sustained campaign that is a practical neces- 
sity.” 

In an effort to help the independents understand 
some end products of the forces shaping the distribu- 
tion industry—the mass merchandisers—Independent 
Shoemen has slated a discussion by a panel of four 
shoemen, including three mass merchandisers and one 
of their successful competitors, for the annual meeting 
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INDEPENDENT SHOEMEN 


1960 Annual Meeting, 
Saturday, Oct. 22 
Sheraton-Blackstone Hotel 
4 P.M. Business Meeting open to all LS. mem- 


bers. 6 P.M. Cocktails. 7 P.M. Dinner, Shera- 
ton Room, LS. members and guests. 





in Chicago on the eve of the National Shoe Fair 
The theme for the panel discussion at the 
meeting in the Sheraton-Blackstone Hotel on Oct. 22 
is “Diversified Shoe Merchandising.” 
The independents have heard warnings from all quar- 
that the mass the supermarkets, 
discount houses, highway stores, drug chains and self- 


dinner 


ters merchandisers 


service chains—are taking larger slices of the shoe busi- 


ness each year. 


The Self-Service Story 

One of the speakers, Robert L. Wolf, founder and 
president of the Chicago-based, 50-store Crown Self- 
Service Stores chain, can show spectacular results from 
mass-marketing. In four years his firm has grown from 
a single store to 50 stores. He's put units into super- 
markets and variety stores and he’s continuing to ex- 
pand, aiming at the consumer who wants to save on 
prices and doesn’t care about the lack of personal ser- 
vice. 

Mr. Wolf is going to tell the independents the story 
behind the growth of Crown, and unveil some of the 
chain's plans for the “new merchandising era in the 
shoe business.” 

Mr. Wolf came into the shoe business by way of an 
advertising agency and this will be his first 
before a major shoe industry group. 

The story of how a big mail order house works, how 
mail order houses affect the independent shoe retailers 
and how the independent retailer can use mail order 
methods on a local level will be told by J. J. Dowdle, 
shoe merchandise manager of Aldens, 
Aldens is one of the largest mail order houses in the 
country and also one of the largest volume shoe opera- 


speech 


Inc., Chicago 


tions. 
John 
Pirie-Scott, the Chicago department store, and eight 


toe, group merchandise manager for Carson- 
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the 60s: Can We Survive? 


James A. Rick, president of Independent Shoemen, says the inde- 


pendent must understand the forces which have helped create the at- 


mosphere in which he faces the future. He says the most dominant 


force has been a philosophy of regimentation and conformity that 


has become a part of the national scene. 


Carson stores and the Block and Kuhl stores, will dis- 
cuss department store shoe merchandising techniques. 
He will attempt to forecast the impact of department 
store shoe sales on the entire market during the ’60s. 

All three of these speakers represent bigness—big- 
ness aimed at building a mass market, controlling a 
mass market and removing the costly touches of indi- 
vidualism and personal attention common in the inde- 
pendent outlet. 

The independents are getting squeezed by the big 
mass merchandisers and consumers are flocking to the 
new and impersonal giants. Why is the independent 
being thrown on the defensive? Why are the giants 
growing? 

“Undoubtedly the most dominant force contributing 
to the present situation is the philosophy of regimenta- 
tion and conformity that has become more and more a 
part of the national 
Mr. Rick 

According te the LS. president, this philosophy shows 
up in our way of government, our way of life and ou 
way of In government, he 
example is the “let-Washington-do-it catch phrases” 
heard on the streets, in our homes and at our offices 
The theory of strong centralized government contro! 
au theory whose offspring is bureaucracy—reflects the 


scene in recent years,” explains 


business. says, a perfect 


“modern philosophy.” 

“In our way of living,” says Mr. Rick, “this same 
philosophy is probably best illustrated by the national 
trend toward conformity. An example is the myriad 
housing developments that have spread over the suburbs 

each almost exactly like the other in appearance and 
character, each stressing togetherness and mass-market- 
ism against quality. 

“In business, the philosophy is expressed in bigness 
specifically aimed at creating and dominating the mass 
market. Again, conformity is king. Take the fast- 
growing, mass-buying merchandise center such as the 
food market, the soft (and hard) goods 
consumer products stores. Practically every one is set 
Each one carries exactly the same 
merchandise as its counterpart a few miles or towns 
away. Stores in one chain carry the same merchandise 
and look the same as those of another chain. All have 
the same impersonal clerks and checkers. All sell low 
and medium-grade merchandise for the most part.” 


super super 


in the same pattern. 


Factory-Owned Outlets Spread 
“Another manifestation of the conformity pattern is 
the rush of factory-controlled retail outlets spreading 
over the cities and towns. Each offers the same quality 
(CONTINUED ON PAGE 53) 


PANEL OF SHOEMEN WILL DISCUSS ‘DIVERSIFIED MERCHANDISING’ 


ROBERT L. WOLF 


From a Self-Service Chain 


October |, 1960 


J. J. DOWDLE 


Insights into Mail Order 


IRVING EINHORN 


dn Aggressive Independent 


43 





Inside Shoe Business 


by BILL ROSSI 





Creative Indigestion 


T’S my admittedly controversial view that the shoe 
industry is styling itself to death. 
We've fallen into the beartrap of introducing such 
a torrent of new styles yearly, and with almost aimless 
seasonal turnover of styles, that we've left the public 
confused and confounded. So a bewildered public does 
the inevitable: it plays it “safe.” And this is why we 
continue to live under the reign of the tiresome plain 
black pump, the monotonous straight-tip or wing-tip 
oxford, and more recently the do-all casual. 

The industry’s craze for seasonal style turnover, and 
the fanatical annual outpouring of new patterns (an 
estimated 100,000 introduced yearly) has become a 
road of booby-traps exploding under our feet with each 
“progressive” step we attempt. 


Indigestion 

We have arrived at a point of creative constipation 
resulting from over-glut that pays off only in wincing 
pain. Obviously, fashion sells shoes. It’s responsible for 
at least half of all the shoes we produce. But while the 
esthetic stomach needs feeding, it also has limitations of 
capacity, beyond which indigestion sets in. We're at 
that point now. At the next stage rigor mortis may 
set in. 

If this creative floodtide was resulting in a steady rise 
of per capita consumption of shoes, it would have com- 
plete justificatiorf. But, sadly, there’s been no such 
productive consequence. Over the past 10 years per 
capita consumption of men’s dress (including casual) 
shoes has remained virtually static at around 1.3 pairs. 
It will come as a shock to many to learn that per capita 
consumption of women’s dress (including work) shoes 
has for the past decade also remained static at around 
2.9 pairs. Women’s lower-price sandals and playshoes 
have shown a gain in per capita—from 1.3 pairs to 
1.7 pairs, up 30 per cent. So over-all, in men’s and 
women’s dress shoes there’s been no growth whatever in 
per capita. 


Playshoes and Slippers 

In fact, in the period 1950-1958, the industry’s output 
rose 60 million pairs. Of this, 40 million or 67 per cent 
was accounted for by women’s low-price sandals and 
playshoes. The latter, plus slippers, accounted for 50 
million pairs, or 83 per cent of the industry’s today 
production or sales growth. And these are not “style” 
shoes. 

We all know that it takes two, three or more seasons 
for a given new style to take hold with the public in a 
substantial way. The pointed toe is a typical case. The 
industry played this one pretty well—and cashed in on 
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it. But how many of the new styles are sacrificed to the 
tin god of seasonal turnover at great loss to the in 
dustry? 

Style turnover for the sake of turnover itself—the 
unsound fetish that we must have change to inspire 
and sustain consumer interest—is proving a mirage 
It’s like a needle in a sewing machine—going at great 
speed up and down, but always in the same place. 


The Challenging Question 

Granted, there must be change and obsolescence to 
buying. But the 
What's the proper frequency of change? You change 
fast and you the consumer The 
public has no chance to get oriented and indoctrinated 
to the “new.”” As soon as it it may 
find its purchase outmoded. So the plays it 
“safe” and go-with-everything black 
pump, the do-all casual, the staid straight-tip oxford or 
the “dressy” slipon casual. 

We have added further frustration to it all at the 
fitting stool. Here is the place of final payoff for the 
mass creative effort. Here is the great opportunity for 
fashion guidance. But so many 
busy selling “foot coverings” that they've neither time 
nor inclination to teach, guide and indoctrinate cus- 
tomers about our fashion developments. They do not 
sell. They merely help the customer to buy. And the 
difference is enormous. 

The cost of rapid style turnover reaches fantastic 
heights—and with low-level profitable return. It costs 
heavily to create and to create incessently. But if the 
excessive spread of style results in excessive mark- 
downs, then our creative abundance becomes indigesti- 
ble glut. 

We are seeking a significant turnabout in style turn- 
over and the obsolescence theory taking strong hold in 
the auto and appliance industries. The mad, profitless 
race for annual re-tooling and re-styling is being 
sharply slowed, to the relief of these industries and the 
public alike. A similar reasonable and realistic ap- 
proach is due for the apparel and shoe industries. 


sustain new challenging question 


leave confused. 


too 
does—and buys 
public 
buys the plain 


of our stores are s0 


Much More with Much Less 

The thesis of this argument is simple: We can do 
much more with much less—to the mutual profit of the 
industry and the public. By reducing the excessive num- 
ber, variety and frequency of our styles we make more 
understandable the tongues in the babel of fashion. 
When the industry presents a more positive and unified 
direction in styles, we can then expect the public to 
(CONTINUED ON PAGE 58) 
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Write or Wire Today for In-Stock Catalogue 
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Modernization 


by W. C. ECKBERG 


Builds Sales for lowa Store 


K & D Bootery credits modernization for a large 
part of its 40 per cent daily increase in volume 
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Square brass support poles and overhead walnut beams 
add a modernistic touch to the men's shoe department 
of the K & D Bootery in Spencer, lowa. Beyond the 


brass poles, a 40-inch-high Formicatopped walnut case 


HE oldest established shoe store in Spencer, Iowa, 
became one of the modern 
stores in the city. 

W. E. Carpenter, the owner and operator of the K & D 
Bootery since 1935, had an opportunity to exand his 
shoe store last December. He not only took that oppor- 
nity but he also decided it was time for a complete 
store-wide modernization. 

The store was practically torn down and rebuilt. Mr. 
Carpenter credits the modernization for a major portion 
of the 40 per cent daily increase in shoe sales since the 
store reopened in March. 

Until December, Mr. Carpenter had operated a shoe 
store and a dress shop at the same location. In December 
he got the chance to take over the lease and fixtures 


recently most shoe 
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serves the dual purpose of divider and display counter. 
Ven's shoes and findings are displayed on the case, 
which separates the men’s department from the aisle to 
the women’s department, 


of a women’s apparel shop directly across the street 
from the shoe 
there. The move gave Mr. Carpenter a chance to take a 
good look at what changes were needed in the old build- 
ing. The last changes inside the store dated back to a 


store. He moved his dress shop over 


fire about 20 years ago and the store was showing its 
age. Outside things were better. A modern new front 
had been added just a few years ago. Mr. Carpenter 
planned to bring the inside of the store up to date with 
the outside. 

Alvin L. Weidt and Associates, store planning and 
designing architects, were employed to turn Mr. Car- 
penter’s ideas into realities. Practically every stick of 
wood in the old shoe store and dress shop except the 

(CONTINUED ON PAGE 48 
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So that’s 


Pro-tek-tivs 
secret! 


5) 
It S really no secret. We've been doing it (and talking about 
it) for years. But lots of mothers, and possibly some dealers too, don’t 
know about Pro-tek-tiv lasts . . . and their advantages. 


For dealers, it means easy fitting of normally hard-to-fit feet. Pro-tek-tiv 
lasts are changed twice in every size range. The toe line, and the entire 
contour of the last are changed . . . not just the size. Arch and heel heights 
are also changed twice to give you more selection for fitting than any other 
manufacturer can offer. 


Extra Pro-tek-tiv features like these are important to parents. 
They also give dealers logical selling points that convert 
“shoppers” into cash customers, quickly and convincingly. 


For full information about the Pro-tek-tiv line, write today. 


Pro: tek: Tiv 


CURTIS «¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 


omy ® # 
Protektiv 








HAS THEM ALL! 


er ; 


BUILT-IN HEEL WEDGE 
. to help keep ankles from 
turning in. 





EXTRA HEEL FITTING AID 
. to heip hoid the heel in 
normal position. 





oi Ey Ll 
lt vol 


LOWER OUTSIDE QUARTERS 
. » MO gap at the sides—no 
slip at the heel. 





RIGHT AND LEFT HEELS 
. help give added support to 
inner side of foot. 





DIFFERENT ARCH-HEEL HEIGHTS 
. changed twice in each size 
range. 





BREAK-IN DIMPLES 
- . provide natural rest for 
the foot. 











FREQUENT LAST CHANGES 
. twice in each size range. 
Other brands change only once. 
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Modernization Builds 
Sales for Iowa Store 
(CONTINUED FROM PAGE 46) 


floorboards was torn out. 

The new store is departmental- 
ized. It is one of the few retail shoe 
stores in northwest Iowa with sep- 
arate sections for men’s, women’s 
and children’s shoes. 

The floor space of the store was 
doubled by moving the dress shop. 
The K & D Bootery now has 3500 
square feet of floor space, an addi- 
tional 100 square feet of mezzanine 
space for the office and a full base- 
ment suitable for storing surplus 
shoe stocks. 

The center of the store is for wo- 
men. It is carpeted in a rich beige 
broadloom pattern that blends with 
the turquoise Boucelli cloth trim at 
the top of the walnut wall cases for 
stock which line the right wall of 
the store. The line of wall cases is 
broken in four places by modern re- 
cessed displays over built-in tilted 
mirrors. A_ ten-foot-wide five- 
foot-high recessed display is built 
into the walnut wall case along the 
left wall of the women’s department. 
This display area has a background 


by 


of beige grass cloth. Three adjust- 
able glass shelves that run the width 
of the display area are used to fea- 
ture women’s shoes and handbags. 
Behind the wall casing on the left 
of the women’s department is a 
stockroom. 


Walls Are Gold 

The entire ceiling is beige and the 
sidewalls in the women’s section are 
light gold. Sixteen modern chairs 
with walnut arms, legs and back sup- 
ports are arranged in groups of four. 
They are upholstered in Laguna blue. 
The fitting stools match the chairs. 

The indirect lighting is set behind 
a perforated brass enclosure that is 
above and extends the length of the 
left wall case. 

The children’s department is to the 
left rear of the women’s department. 
The children’s shoes are displayed 
along the back wall of the sales floor 
and a live Mynah talking bird, in a 
chrome-plated cage, graces the center 
of the display area. Green broadloom 
carpeting is used in this department 
and the wallpaper is decorated with 
playground Large lollipops 
are cut into a wooden border at the 
top of the rear wall. Multi-colored 


scenes. 
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plastic chairs with polished steel legs 
are provided for the youngsters. 


Features Walnut Beams 


If the customer turns left just in- 
side the entrance, he is in the men’s 
department. This modernistic depart- 
ment features overhead walnut 
beams spaced every two feet that 
run from the left wall to the end of 
the section. The right ends of the 
beams are supported by two-inch 
square brass poles. To the right of 
the brass poles a 40-inch-high, For- 
mica-topped case separates the men’s 
department from the aisle to the 
wumen’s department. Shoes are dis- 
played on the top of this divider case 
A walnut wall case fills the left wall 
of the men’s department. 

The lights in the men’s department 
are concealed behind a perforated 
brass cornice. There are also six im- 
ported ceramic light fixtures which 
hang over the display of men’s foot- 
wear. 

The floor is carpeted in red which 
off the eight 
enamel. 

At the front of the store there is 
It is wal- 
50 


sets chairs of black 


a large wrapping counter. 
(CONTINUED ON PAGE 


PROGRESSIVE LEADERSHIP 


...IN BASIC FOOTWEAR 


Roto-Lok disc 





inserted in bot- 
tom of shoe... 
allows more 
accurate set- 
ting, is located 
| in proper spot, 
| reduces over- 
all cost of shoe 
and brace. In- 
terchangeable 
with Fillaver 
Night Split. 


Wide 000 to 4 


Narrow 0000 to 4 Both carried 


in stock. 


& 


SAEs 
EQUINO-VARUS — 


MARK neo v9 


SURGICAL 


Meets the need of a 
matching shoe where 
only one foot requires 
the Equino-Varus shoe. 
Made on straight last. 


Medium 000 to 4 


The foot is enveloped in a smooth seam- 
less upper. The shoe keeps the foot in the 
exact position the physician has obtained. 
Open toe permits free circulation. Steel 
plate between inner and outersole per- 
mits application of corrective force at 
point desired. 
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more stores pocket 
more cash with 
MOC-ABOUTS® 

the line that’s priced 
and styled to 


NATIONALLY ADVERTISED 
IN-STOCK 
to sell profitably from $6.95-9.95 


5201 polished block leather, nuclear soles, click heels, or 
5305 white bark leather, cero crepe soles and heels $3.85 


5600 B. B. umber leather or 5601 polished black leather, 
nuclear soles, rubber heels 

5500 B. B. umber leather or 5501 polished block leather, 
matching cero crepe soles and heels $4.10 

Above shoes in sizes D 6-12 (no 1114) 


MOC-ABOUTS” 


a division of NASHUA FOOTWEAR CORP. 
250 Canal St., Lawrence, Mass. 
October |, 1960 
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Modernization Builds 
Sales for Iowa Store 
(CONTINUED FROM PAGE 48) 


nut, topped with white Formica. The 
wall behind the counter pecky 
cypress. Glass shelves are attached 
to this wall for the display of shoe 
polishing needs. 

Between the wrapping counter 
area and the women’s department is 
an area devoted to the display of 
handbags. Here pecky cypress panel- 
ing extends nearly to the ceiling and 
imported ceramic light fixtures hang 
from the ceiling over the displays. 

A long entrance hall leads from 
the far end of the women’s depart- 
ment to the back door of the store. 
Along the left wall are shadow boxes 
for displaying footwear. Directly be- 
hind the store is a parking area. 

The entire store cooled 
fresh-air, air conditioning system. 
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Profile: Bill Douglas 
(CONTINUED FROM PAGE 41) 


agine Bill’s trepidation when he sat 
down to face her. He had never fitted 
a shoe before. Today, this custom- 


99 


er’s record card shows 22 pairs of 
shoes purchased in the nine years 
of business. She is still a good, 
happy customer and proud of the 
fact that her card records for pos- 
terity the faci that she the 
FIRST CUSTOMER! 


was 


Separate Stores 
Originally, the idea was to sell 
crthopedic type shoes for the family 
... Miller Foot Defenders for women 
and Herbst Shoe Company’s Child 
Life, both arch feature and regular, 
for the children. The business grew 
se fast that, in 1956, it was decided 
tc separate the children’s and adults’ 
stores. Women needing comfortable 
footwear didn’t enjoy the busy at- 
mosphere of the children; and moth- 
ers with squirming children didn't 
relish waiting while older women 
pondered over the orthopedic shoe 
their doctor wanted them to get. 
So, Store No. 2 was opened in the 
Hermann Professional Building. A 
group of doctors the store 
there and were anxious to sell. “We 
took their location and bought their 
stock,” Bill explained. “This 
with two stores, we were able to offer 


owned 


way, 





9 just what 


the doctor 


| 
|| 
| 


ordered! 


...@n easy to fill prescription 


for sales-what-ails! 


Nurse-Mates . . . Phyllis’ 


in-stock line of volume-priced $6 - $7 
shoes for all the women-in-white in 


your area! 


Nurse-Mates’ deep-down, all-day 
comfort features, washable leathers, 
pillow-soft cushioning at budget-soft 
prices have a most definite habit- 


forming effect on your 
customers! 


Best of all, you'll enjoy 


watching pale-sales take 


on a new dollar-green 
complexion, when 


stimulated by a shelf-full 


of Nurse-Mates. 


y 


Let us fill your prescription. Write 
for In-Stock catalog today, or see us 
at the Shoe Fair, Palmer House, 


Room 678. 


NURSE- 
MATES” 


manufactured by 


PHYLLIS SHOE CO. 95 Bridge St. Lowell, Mass. 


ot? 


an exclusive Child Life store for 
children, with our best qualified and 
especially trained personnel at Store 
No. 1 and a similar arrangement for 
adults at No. 2. 

“The happy combination of doctor 
referrals and customers’ word of 
mouth, is one of our major sources 
of growth. In the years of contacts 
with doctors, we have established a 
policy of no ‘kick back’ to any one 
for patient referrals. Most profes- 
sional men would be insulted at the 
suggestion. Nevertheless, it is often 
a practice the to 
make some kind of payment to the 
who send to the 
We have never entered into 
this practice. is a and 
dangerous and both 
the doctor and the business on a low 


around country 


doctors business 
store. 
It 


situation 


deadly 
puts 


level of ethics. We generally remem- 
ber the doctor on some occasion dur- 
ing the year, with a gift. All 
sonal shoes purchased are discounted 


per- 


te cost; and every once in a while, no 
charge is made on a shoe. We feel we 
offer a highly professional service to 
the doctor. He knows we will care- 
fully follow his instructions (with- 
offering free to 
We have an excellent prod- 


out advice his 
patient. 
uct and will fit his patient carefully 


and guarantee comfort.” 


No. 3 


3 was opened in Sep- 


Store 

Store 
tember Designed and 
orated Arnold Hendler 
ates, it was a major step forward in 
professional advance planning. The 
store is truly functional, with the 
stock room designed to handle ten 
thousand pairs of shoes, when fully 
stocked, and sales areas designed for 
customer comfort and 
Sackground music contributes great- 
ly to an atmosphere of pleasant re- 
laxation. Before the year is out, an- 
other unit, Store No. 4, will 
opened. 

The general office is staffed with 
four women, who handle all the daily 
receipts from each store. A National 
bookkeeping machine to the 
customer ledger cards and an aver- 
age of 400 charge statements are 
mailed out monthly. There is also an 
up-to-the-minute addressograph sys- 
Four general 
mailings are made each year to every 
customer and private sales are held 
in January and July. Bill feels that 
the private sale is an important and 


No. 


1959. dec- 


by Associ- 


convenience. 


be 


posts 


tem of all customers. 
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an anticipated event for the regular two years than ever before,” says tact in New Orleans, where a friend 
customers, who appreciate the Bill, “and I am duly grateful to of mine owns the Crane Shoe Stores. 
thoughtful invitation and the oppor- B. W. Pennington, salesman for He started his business the same 
tunity to buy shoes on sale. (This Miller Shoe Company, and Bob Miller year I did and our basic pattern of 
past summer, as always, people of Child Life shoes. Both have helped operation is the same, although our 
jammed the store at sale time and teach me the shoe business. They brands are different. We freely ex- 
it was necessary to give out num- have also helped form my thinking change all kinds of business informa- 
bers so that the customers could be and approach to the industry. A_ tion with complete confidence. Ideas 
waited on in turn.) good company representative can be flow freely, as well as suggestions 
The Shoe Box was incorporated in invaluable to a merchant, for he and criticisms. We have found all 
May of 1960 as Bill Douglas’ Shoe covers lots of territory and can this to be mutually helpful. 
Box, Inc., with Bill as president, bring the merchant helpful ideas on “Small stores, independents, have 
Amy as vice-president, the com- every facet of the business—display, the advantage of doing business 
pany lawyer as secretary-treasurer. inventory control, personnel prob- with their resources on a personal 
Monthly meetings with the C.P.A., lems. I also have a wonderful con- basis. We know them all, from the 
bookkeeper and lawyer help guide 
ill. He admits his limitations; as- 
similates good counsel; make it his 


own and acts upon it. He keeps his 

finger on the pulse of the business KB, ace GS 

and has learned from one transaction 

to the other. s * e 
men’s shoes give you the right 


Through ee on ous & QUALITY - PRICE «DELIVERY! 


has recorded store policy and pro- 
cedure, as well as plans and ideals, 
on tape, from which the store secre- 
tary prepares typed sheets. Today, 


When you get the right quality, price and 
delivery on your men’s shoes, your profits 
( ole are assured— and Shaw does just 
there is available, in loose leaf form,  . that! In addition, Shaw's unique 
a clear-cut picture of The Shoe Box Trade Builder way of supplying 
organization, with every job clearly . a with overnight service 
defined. With three stores, and more JACK . é rom the over 60 Shaw dis- 
. . Bill hi sittin aid tributors in every section 
in the future, sil as organized each NEW SLEEVE. of the country, keeps 
store to operate independently of the GORE slip-on } your inventories low 
others. Each is intelligently and for ry _ <r and your profits 
. t ! 
profitably run by the store manager. soedlechion. nar- h pin pt il.. 
ach store keeps its own perpetual row saddle strap YOU WANT 
across instep. Black 
' upper leather, leather THEM! 
pendently and according to his spe- quarter lining with NON- 
cific needs, SLIP COUNTER POCKET, 
, , i | q | h, 
Bill Douglas has confounded his poe heap tay poche 
friends and business acquaintances on our No. 15 Combination last 
IN STOCK to retail profitably at 
$10.95-$11.95. 


inventory system and orders inde- 


who have predicted that his business 
venture was doomed to failure. In- 
stead, within a period of nine years, 
he has proved himself and his opera- 
tion. Sales volume has grown from 
the $9,000 of the first year to an 
estimated $250,000 in 1960. 

The Shoe Box has also gained dis- 
tinction within the shoe fraternity. WRITE TODAY NATIONALLY ADVERTISED 
Three or four months ago, the for the name of your eear. IN 

est Shaw distributor, 


Herbst Shoe Company in Milwaukee, | PO 
out of its 1400 dealers across the | ay akin ai. 1¢ Ti Kk pater es 


country, designated The Shoe Box of men’s casei, 


s “The Shoe Store of the Year” for | work and comfort shoes. Outdoor Life 


the entire United States... a tribute " 

that delighted and rewarded every Over 33 Yi of Quality Choemaking” 
member of the staff who worked ew 

hard for the success of the store 


Se M. T. SHAW, Inc., Coldwater, Michigan 


“I feel that I have learned more 
about the shoe business these past 


October |, 1960 
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president to the telephone operator.” 
Bill expressed great appreciation to 
the men at the Herbst and Miller 
shoe companies, who had faith in 
his ambitions and plans and extended 
credit through the years, when the 
picture was dim. 

Bill and Amy have two children, 
Philip, age 6, and Lawrence, age 5, 
and a new arrival is expected mo- 
mentarily. The Douglas’ dream? 
Some day they would like to raise 
sheep at the foothills of Colorado. 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 12) 
following: Congressman Charles O. 
Porter, of Oregon; Congressman 
Peter F. Mack, Jr., Chairman of the 
House Commerce Subcommittee on 
Commerce and Finance, also Earl W. 
Kintner, Chairman of the Federal 
Trade Commission. 

I hope you will be interested enough 
in the foot health of the children in 
our nation, to take time to give me 
an answer, and express your views 
on informative labeling of shoes, so 
the consumer will have some idea as 
to your stand on better shoes for our 


children. 

I care not your politics, I care for 
our children’s feet. My typewriter 
is my only lobby, consumers back 
my crusade. 

Thank you for your valuable time 
in reading this letter, and may I 
have the courtesy of an answer? 

Respectfully yours, 
The man with 
A SOLE. 
Wilbur L. 
P.S.: A PROMISE OF FULL 
HAS BEEN GIVEN THIS BILL 
87TH CONGRESS. 


Gardner 
HEARINGS 
FOR THE 


The government has renewed its 
attack on some Brown Shoe Co. pric- 
ing practices. In a legal response to 
Brown's for dismissal of 
charges against it, the government 
lawyers made public a 35-page crit- 
icism of some Brown merchandising 
methods. 

“The Brown franchise program is 
very clearly an unfair method of 
competition, violative of Section 5 
of the Federal Trade Commission 
Act,” the FTC lawyers wrote. “Brown 
should and will be ordered to cease- 
and-desist from restricting in any 
manner the purchasing of its Brown 


request 
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franchise stores from outside sources, 
The facts of record more than suffice 
to establish a prima facie case.” 

Specifically, the government law- 
vers claim that: 

Brown’s retailer customers are ad- 
vised orally or by price list of the 
retail prices they must charge for 
shoes purchased from Brown. Fail- 
ure to comply means Brown may cut 
the dealer off. 

Brown enforces strict price rigid- 
ity. Merchants who underprice Brown 
goods are threatened with of 
Brown as a supplier. Clearance sales 
are permitted only at specified dates 

usually twice a year. 

The next move is up to the FTC. 
Unless there is an unexpected change 
of heart at the FTC, the commis- 
sioners probably will go ahead and 
issue a cease-and-desist order against 


loss 


the Brown practices in question. It 
will then be up to Brown to appeal 
the order to the courts, or to accept 
it without challenge. 
. 
U. S. Treasury officials predict: 
“We can and will have a general tax 
cut.” 
Treasury Department Under Sec- 
retary Fred C. Scribner said that tax 





WEST COAST 


PRESENTS 


bY 


SHOE TRAVELERS ASSOCIATES 


“A man 
who is bitten 





twice by the same dog is better adapted to 


that occupation than to any other”, accord- 
ing to Humorist Bill Nye. 





Are you strengthening your position by rely- 
ing on resources who also compete with you 
under other guises? Or, are you strengthen- 
ing your competition instead? 


TO STAY INDEPENDENT, BUY INDEPENDENT! 


FOOT ~: KING 


MEN and BOYS 


Flexible Goodyear Welts 
The A. S. Kreider & Son Co., Dept. K 
PALMYRA, PENNA. 


Golden Buys for The Wise 
SPRING FOOTWEAR MARKET WEEK 


NOV. 6, 7, 8, 9, 1960 
LOS ANGELES, CALIFORNIA 


ALEXANDRIA — BILTMORE HOTELS 


—FOR RESERVATIONS— 


DAVE KLINESMITH 


EXECUTIVE SECRETARY-TREASURER 


ALEXANDRIA HOTEL 
W.C.S.T.A. HEADQUARTERS 
FIFTH STREET, LOS ANGELES 13, CALIFORNIA, 


210 W. MADISON 9-2627 
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relief will come in a comprehensive 
tax bill and not piecemeal. Such a 
tax bill is expected in Congress next 
year. 

Scribner said special piecemeal 
legislation “can only postpone the 
day in which a general tax cut be- 
comes effective.” This again points 
up the fact that we will have no tax 
relief unless the whole tax structure 
is revamped. 

* 

The Internal Revenue Service’s 
check of businesses throughout the 
nation—to see if they are filing all 
their tax returns-—is going full speed. 

The canvass of business, known 
as the Returns Compliance Program, 
is aimed at tax enforcement and tax- 
payer education. 

The first step. is letting business- 
men know what taxes they are liable 
for. The second step is making sure 
the taxes are paid. 

Revenue Service agents, armed 
with tax records, are making a block 
by block, business by business can- 
vass. They are checking on the fil- 
ing of income tax, em- 
ployer’s social security, withholding 
tax, and excise taxes. 

The long-range program, to take 


business 


” 
* 


+ Independent Shoemen 


* 
from three to five years, is expected 
to jump tax funds several million 
dollars. Much of the extra money 
will come from businesses which 
don’t realize they must pay several 
different taxes. 
s 

Most retail sales made on newly- 
developed revolving credit plans are 
still not regarded by U. S. tax of- 
ficials as installment purchases. 

The Internal Revenue Service in- 
sists retailers must pay a sales tax 
on the full purchase price of items 
sold on the new plans at the time the 
is made. This means the tax 
must be reported even though full 
payment may not be received during 
the same tax year. 

Only items normally sold on in- 
stallment terms are exempt from the 
ruling. Taxes are reported on in- 
stallment sales as payments are re- 
ceived. 

IRS was not swayed by a U. 
District Court 
which 


sale 


~ 


decision in Massa- 
held that 
credit sales could be regarded as in- 
stallment sales for tax purposes. 
However, if more test cases result 
in courts upsetting the rule, it could 


be changed. 


chusetts revolving 
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#2160 
Wide Width 


Silicone treated Butternut GLOVE leather. 
Boot: Glove cow Seamless Quarter lining; 


VYLYT work sole. Storm welt all 


Style #2160 W width Men's sizes 6 - 12 
Style 204 Black Oxford Men's sizes 6 - 12 


Boys VYLYT sole shoes also stocked; and 
and Boys fast moving styles in Goodyear 
exclusively. 


The A. S. Kreider & Son Co. 


Palmyra, Penna. 





FOOT ~: KING 


Cushion insole; arch supporting special steel shank. Amber 
around heel. 
Durable, Lightweight, Flexible, Slip-resistant, OIL resistant, 
Heat and Cold resistant, NO NAILS—GOODYEAR WELTS. 


IN STOCK 
STACKED HEELS 


Seamless back 6" 
Leather wrapped 


Extremely 


Price $7.90 
Price $6.45 


many other Men 
Welt construction 


Dept. K 
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Independents’ Challenge 
(CONTINUED FROM PAGE 43) 


or lack of quality—merchandise 
the next. Each operates on a 
“take it or leave it” basis, offering 
the customer little more than price. 


as 


“But there are signs that the na- 
tion is beginning to stir out of its 
great lethargy of conformity, to rebel 
against regimentation. In govern- 
ment, individualism is beginning to 
assert itself again. In living, people 
are becoming aware that “keeping 
up with the isn’t every- 
thing. And in business, the individ- 
ual merchants, the independent spe- 
cialty stores and shops which cater 
to the customer as a person rather 


Joneses” 


than as part of a mass, are again 
winning favor with the discerning.” 

There are independent merchants 
who have not only been holding their 
own, but have proven tough competi- 
tion for the mass merchandisers. The 
fourth panel speaker, Irving Ein- 
horn, of those. He op- 
erator of Jay’s Shoes, Inc., Chicago, 
with two suburban units, one 
leased department in a major de- 
partment store and one downtown 


is one 


is 


Sizes 4 to 11—Widths AAAA to D 
RETAIL ABOUT 10.95 TO 12.95 


British Classics, Ine. 


146 DUANE STREET, NEW YORK 13, N. Y. 
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a oo” 
store. He will show the independents point of view to the buying public. here are not as severe as in other 
that they do have assets and how I.S. cannot do this alone. It must climates.” Mild and sunny winters 
using all of them will make them have the complete support of every allow work shoe and boot customers 
the toughest of competitors. independent in every segment of our to wear the same pairs all year 
growing shoe industry in its battle round, since no protection against 
Individualistic Approach against dominance by the few and_ cold, ice or slush is needed. 

Mr. Rick says the independents the big.” In Tucson, the average customer 
must apply an approach of individ- buys heavy lace-to-toe boots, cowboy 
ualism—‘“an approach which stresses [mn Tucson boots and safety shoes from mail- 
high quality, discerning selectivity order houses (such as Sears) or the 
and personalized service’—to their Both Men and commercial boot shops in the city. 
merchandising problems. He said r Work requiring safety shoes is 
this approach “offers the indepen- Women Buy Boots almost exclusively limited to the min- 
dent his finest opportunity for the TUCSON. ARIZ.—Both men and ing industry, where employes bu) 
years ahead.” women are customers for work shoes their shoes direct from the mining 

He continues, “This is where the and boots at the Pinecrest Family Company at reduced, discounted 
independent—and Independent Shoe- Shoe Store, 70013 East Broadway, Prices. Asa result, most shoe stores, 
men—are placing their hopes for the Pinecrest Shopping Center, here, ac- like Candlish’s Pinecrest Family 
future. The reawakening of a sleep- cording to Lewis E. Candlish, owner. Shoes, concentrate on specialized 
ing nation to its tradition of indi- The valley in which Tucson is lo- boots and footwear in the work shoe 
vidualism as expressed by “Quality. cated is ringed by mountain-park ‘#tegory. 

Selectivity, and Service.” Bigness, greas with trails for hiking and 
regimentation and conformity are ¢lirabing. Mountain climbing and 
not the answer to this nation’s fu- outdoor enthusiasts buy Wellington “We have three prime boot items 
ture. boots, hunting boots and _ hiking which sell steadily throughout the 
year,” Candlish emphasized. “Cow 
boy boots in the medium price range 


Three Prime Items 


“These are the principles to which shoes. 
Independent Shoemen is committed. 
Thev must be fostered and encour- Year-round Business and Wellington and engineer boots 
agd at every opportunity—by our “We do a good volume in this spe- i" the same price range sell well.” 
representatives in government and cialized footwear,” said Candlish. The salesroom of the firm is mod 
by our members who present this “It’s year-round business, as winters ern, with a spacious atmosphere 
Candlish uses wrought iron display 
racks, with both regular and special- 
ized footwear displayed. Some racks 
are wall-mounted at varied levels. Of 


Do not overlook the the store’s 1600 square feet of floo: 

~ EXTRA PROFIT MARKET | space, one fourth of it, in the rear, is 
| sectioned off by wrought iron di 

| viders for stock, leaving the sales- 

for comfortable DREW shoes room clean and uncluttered. Shoe 
laces, polishes and socks are dis 
played in an up-front location and 
Candlish reports steady sales in a 


Black calf | cessories. 
Tucson, one of the nation’s fastest 





Drew shoes simply out-perform RITA 

others with — 

@ Fresh, imaginative styling 

© Superior fit and steady repeat business | growing cities, is a good business 
— not subject to chain store competition Some styles stocked a Whe Pr cn es 
Always IN-STOCK eo greater ya AAAA to EEE, 4 to 12 rian Bee Rescagcunnes = yen hon 
es nthe eo field. has “on the edge of town.” Now his store 

© Special financing help available j is part of a shopping center that 

@ Many doctors recommend our basic shoes serves the needs of a large, well 

developed residential area. 


Nationally advertised ‘ 
in VOGUE and z ; ; | A 130-page book in German, Die 
AMERICAN JOURNAL ahh Lederwirtschaft Der Welt, has 

of NURSING rape : ae been published by Verlag B. M. 
> | Leitner, Wien L, Jakoberstrasse 4, 


See us at the NATIONAL SHOE FAIR, Write TODAY for new Austria. It reports on “10 years of 
Rooms 802 & 845, PALMER HOUSE IN-STOCK catalog! 


progress in the chemistry of tan 
ning and leather technique.” There 
pei -ae la Al, [emee) 1 a) Mote) ite) 7 Wale), | had never before been such a broad 
LANCASTER, OHIO (NEW YORK OFFICE 746 Marbridge Bidg study of the leather industry in so 
LOS ANGELES OFFICE — Room 881, Alexandria Hotel) many countries. The book includes 

DREW © ODR.HISS © CANTILEVER-GROUND GRIPPER © CRIKETTS reports from 27 authors. 
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Make Hay when the sun 


let Parents’ Magazine help you 
sell TINGLEYS before the fall rains come... 


After the rains start, mothers will rush out to buy 
rubbers anywhere. Sell them in your store now! 
At this very moment nearly 2,000,000 Parents’ 
readers who have nearly 4,000,000 school-age 
children are buying school shoes. They'll buy 
rubbers too, if you remind them. So, DISPLAY 
TINGLEY RUBBERS AND BOOTS where you dis- 


play your school shoes. 

There's a TINGLEY DISTRIBUTOR near you. He 
will give you fast service on stock orders and 
quick fill-ins. No need to carry 4 heavy stock — 
each TINGLEY size fits 4 sizes of children’s shoes. 
And remember — you actually give a better fit to 
more children with 1/3 the inventory. 


ALSO 
ADVERTISED 
IN 





—* 


Page Stretch on easily and they grow with 
All hg ee, tae hae es 
Button, strap and boot are all pisces ih xg ers 
Tingleys are easily washed, inside and out, under 
the faucet. Dry instantly. 
Buy now for fall rains and winter snows 
keep those little feet warm and dry : 
throughout the school year. 


AT SHOE STORES AND 
SHOE DEPARTMENTS. 


Children's and 
Youngsters’ Boots 
from $ 2.99 
Rubbers 
from $2.25 


THIS ADVERTISEMENT 
APPEARS IN 


OCTOBER PARENTS’ es 
RUBBER CORPORATION 


Rahway New Jersey * Established 1896 


Viele cor dlspley et: RUBBER FOOTWEAR FOR ADULTS © CHILDREN e MECHA 

The Exhibition Hall, iat ott 
Paimer House, 
Chicago 


Booths 84 and 85 


-—— 
TINGLEY RUBBER CORPORATION 903 Ross Street, Rahway, N. 
Send me new catalog, price list and name of nearest Tingley distributor 


IF YOU DON’T KNOW THE 
TINGLEY DISTRIBUTOR, WRITE 


Name 


Address 


October |, 1960 





} . : 
Independent Shoemen ‘ [§§ ‘ Independent Shoemen ' 


Downtown Store Boosts Sales 40% 


+. 


Sales have increased at the Shoe Box since it was moved to this modern shop, 


/ 


decorated 


under the supervision of the owner's wife. Colors are bright blue, areen and Turquoise. 


MINNEAPOLIS — Conservatism 
isn’t one of the characteristics of 
the Shoe Box, one of this city’s 
leading fashion shoe stores, when 
it comes to styles, prices, advertis- 


Philip Bliwas, the store’s owner, 
says that the Shoe Box’s sales have 
40 per last 
December when the firm moved into 
its new, modern shop at 813 Nicollet 


increased cent since 


y ~ 
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predicts that the volume for this 
year will be a substantial six fig- 
ures. 


Fashion-minded Women The 
Shoe Box caters primarily to the 
fashion-minded woman and carries 
no conservative styles. The lowest 
priced dress shoes sell for $15, and 
most of the stock is in the up-to- 
$40 price range. The store’s most 
popular brand shoe is the Mackey- 
Starr, which retails from $32.95 to 
$42.95, Bliwas pointed The 
Shoe Box also carries Johansen's, 
Josef Du Val and other 
Handbags range in price from $10 
to $50. 


out. 


brands 


One of the store’s novelty num- 
bers, which is stocked during the 
winter holiday season, is a pair of 
pumps decked with massed rhine- 
The pumps, which can 
bought in any of four different col- 
ors, have 5,000 stones to the pair 
about $125 worth. 


stones. be 


Danish Modern—The 
which is only about a block away 


new store, 


from where the old Shoe Box 
located, under 
watchful eyes 
Joyce. The 
Danish modern 
scheme of bright green and 
turquoise. The to the 
store is floored with imported green 
Italian marble. 


Was 
the 


wife 


the heart of the down- 
town shopping center. And Bliwas 


ing -and volume of Avenue in 


sales. 


xp itures 
expenditures decorated 


of 
showroom 


was 
Bliwas’ 
done 


is 


in 


and has a color 
blue, 


AND STILL GROWING! raps 


Bliwas now spends six per cent 
of the store’s volume on newspaper 
advertising, but plans to 
this to the normal three 
after he has been in his new 


reduce 
per cent 
loca 
tion for a year. 

About one-third of the Shoe Box’s 
stock is made up of branded shoes. 
The rest are sold under the store’s 
own label, which 
brand line in this area. 


has become a 


Cash and Charge—The 
operated on a part cash, part charge 
basis. 


store s 
Season after season, Hush Puppies sales keep climbing. From dee 


a rate of only 300 pairs a day in 1958 to a smashing 10,000. 
plus pairs a day right now! And this is just the beginning 
Customers love the comfort and good looks of Hush Puppies 

. . and consistent, solid advertising and promotion put them 
across. Don’t miss out on these great money-makers any 
longer. Write, wire or phone today. And see the great new 
Spring line of Hush Puppies at the Chicago Shoe Fair, Palmer 
House, Room 762, October 23 to 27. 


WOLVERINE SHOE & TANNING CORP. - ROCKFORD, MICHIGAN 


West Cocos! Waoreh : Sporks, Ni da, P.O. Box 796, phone Elgin 5-9466, TWX RE 76 
*Reg. T.M. Wolverine Shoe & Tanning Corp. 


Bliwas also makes consider- 
able use of bank charge plans, pri- 
marily for which he 
doesn’t want to handle himself. 


accounts 


There are usually four men on 
the floor, and the salesmen strive to 
establish personal friendships with 
their customers. 





“When the customer gains confi- 
dence in her salesman and his 
store,” Bliwas says, “price becomes 
less important to her. 
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Tapping in on Dancing Profits 


Four years ago, the M & N Shoe 
Store, Fort Wayne, added 
dancers’ outfits “as a lark.” 
Now this is one of the store's 
most important departments. 


by DAN F. ANDERSON 


YOUNGSTERS by the thousands 
learning tap and ballet 
steps in dancing classes across the 
It's a rare town—no matter 
that doesn’t have at 
least one dancing teacher, and it all 
adds up to the fact that dance 
studios are one of the fastest grow- 


are toe, 
nation. 
how small 


ing businesses of the day. 

Aside from the 
tors themselves, 
happy with this boom as the shoe 
store owners who outfit the pupils. 


dancing instruc- 
few people are as 


Doncer's tights, leotards, costumes, corrying 
bogs and other items are carried in the 
Dancer's Corner. Myrt Grimm is buyer. 


A Leader—One of the leaders in 
this line is the M and N Shoe Store 
in Fort Wayne, Indiana, which 
probed the field lightly four years 
ago and quickly discovered it had 
tapped into a rich vein of profits. 

“We went 
1956,” 
manager, 


into this as a lark in 
Arnold Hirschberg, 
who operates the M and 
N store for his father-in-law, Marc 
Lauer. “Today it ranks as an im- 
portant department in our store.” 


recalls 


To a limited supply of dancing 
slippers, the store added tights, 
leotards, opera hose, pretty dancers’ 
costumes and more ballet, toe and 
tap shoes. Promotion by newspaper 
advertising brought a bigger re- 


October |, 1960 


sponse than they had expected. 
Dancer’s Corner — Thus encour- 
aged, M and N in the following 
years expanded the department, 
stocking an ever wider range of 
sizes and styles. Today this mer- 
chandise is featured at the front 
of the store in what is known as 
the “Dancer’s Corner,” one of the 
most popular departments of its 
kind in Fort Wayne. 
late and fall when 


In summer 


“for Niceness in Shoes”’ 


eve 


Write for catalog 
and name of nearest 
representative. 


ST. LOUIS SALES OFFICE: 


O 
Rol 


NEW MARKET, 
NEW HAMPSHIRE 
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most dancing classes are being or- 
ganized the store runs quarter- 
page advertisements calling atten- 
tion to its complete line of dancing 
accessories. 

At the time when M and N first 
started to carry a full line of ac- 
cessories, many other stores in the 
outfitted the young 
dancer to a degree. Now M and N 
is the only local shoe store that 
offers a complete dancer’s wardrobe. 

Fifteen Colors—The store car- 
15 different in tights, 

(CONTINUED ON PAGE 60) 
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WITH HER BEAU 
IN MIND 


Suite 700, 503 N. 12th St., St. Louis, Mo. 


KINGHAM 
Cc M N 


Oo PA Y 





ng and workmanship in 
these ELK BRAND styles is impossible to dup- 
licate in U. S. Order now for Christmas sales 
and Spring delivery. Write today for ELK 
BRAND catalog, plus complete Quoddy catalog. 


UODDY 


Ail Styles Available 
FOB Portland or 
FOB Quebec 


'Inside Shoe Business 
(CONTINUED FROM PAGE 44) 


approach its shoe buying with more clarity and assur 
ance. 

This will come when we slow down this panting 
frenzy to produce great numbers of styles with relent- 
less frequency. It will give us time to develop our pro- 
motions and to sustain the period of profit-making for 
manufacturers and retailers. The public will have less 
reason for playing it “safe’’ in its selections and pur 
chases. And where it bought one pair of “do-all” shoes, 
it might now buy two, knowing that both are fashion 
right. It might well reduce the painful drain of mark 
downs because of the longer life of individual styles 
And it might give fashion a chance to live up to its full, 
but as yet unfulfilled, promise as a powerful selling 
tool. 


Leprecon Draws Traffic 
... Lo Pfeifer’s Salon 


IN AN UNUSUAL three-day shoe promotion in 
Little Rock, Ark., a “Leprecon Girl” did double duty 
recruiting customers for Pfeifer’s shoe salon and 
girl cadets for the Civil Air Patrol. The promotion, 

sponsored by Omega 
Shoe Co., St. Louis, 
manufacturers of 
Leprec ms shoes, Was 
timed to oincide 
with the annua 
CAP enlistment 
drive. 

According to Bryar 
Jones, the shoe 
lon’s buyer, the pro 
motion was “a huge 
success,’ both for the 
store and the Civil 

Air Patrol girl cadet 


. 4 squadron 

The cute Leprecon Girl was escorted to “The 

Pfeifer's shoe salon by Civil Air Patrol 

cadets. She helped recruit cadets ond UP recruiting head 
shoe customers too quarters right in our 


squadron set 


shoe salon,” Mr. Jones said,”” and the Leprecon Gir! 
brought in the crowds. It is difficult to say whether 
more customers or more cadets were recruited.” 

According to Irish folklore, leprechauns are fairy 
creatures, male by tradition, who bring good luck 
to those who find them. It is around this legend of 
good fortune that the theme of the promotion was cen 
tered. Lucky shamrock lapel pins were given away on 
downtown streets, in hotel lobbies, etc., along with 
lucky cards. These cards, when filled in with the name. 
address and phone number of the recipients and de 
posited at Pfeifer’s shoe salon, were used for deter 
mining the winners of free Leprecon shoes 

Ralph Tucker, president of the Omega Shoe Co., re 
ports that the Leprecon’s appearance at Pfeifer’s shoe 
salon represents the first in a series of similar promo 
tions in other cities, presently under consideration 
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Government Urges X-Ray Curbs 


THIRTY-THREE states and the District of Columbia 
have either banned the use of ‘x-ray fluoroscopes for 
shoe-fitting purposes or have adopted strict regulations 
for such devices, the Public Health Service reported. 

Dr. Leroy E. Burney, surgeon general of the Public 
Health Service, said that most of these state actions 
had been taken within the past 3 years. “These ac- 
tions,”’ he said, “are the result of rapidly widening rec- 
ognition by state governments that all unnecessary 
radiation exposure should be avoided. X-ray fluoro- 
scopes are a most potent source of radiation which 
should be used only when necessary for medical pur- 
poses by qualified physicians, or, in the case of indus- 
trial usage, under the supervision of especially trained 
professional or technical persons. When used in shoe- 
fitting machines, the fluoroscope subjects the customers 
and, in particular, the shoe salesmen to radiation which 
is unnecessary and potentially harmful. 


Discourages Use 

“For this reason, the Public Health Service believes 
responsible local or state health agencies should, wher- 
ever possible, seek means to discourage improper use 
of these machines, including legislation and regulatory 
action. Where such measures have not been adopted, we 
recommend that individuals avoid using the machines 
particularly for children.” 

According to the latest reports to the Division of 
Radiological Health of the Public Health Service, the 
Surgeon General said, the following states have banned 
shoe-fitting fluoroscopes: 

Alaska, Arkansas, Connecticut, Delaware, Illinois, 
Indiana, Kansas, Louisiana, Maine, Massachusetts, Min- 
nesota, Mississippi, Montana, Nevada, New Mexico, New 
York, Ohio, Oregon, Pennsylvania, South Dakota, Texas, 
Vermont, Virginia, and Wisconsin. A proposal is pend 
ing to ban the machines in Hawaii. 


Strict Regulations 

States which have placed shoe-fitting fluoroscopes 
under strict regulations are, according to the latest re- 
ports received by the division: 

California, District of Columbia, Florida, Georgia, 
Kentucky, Michigan, New Jersey, South Carolina, Ten- 
nessee, and West Virginia. 

Dr. Burney called attention to additional steps which 
have been taken in the radiological health-protection 
drive among the states. 

“At the present time, 23 states have enabling acts or 
legislation for radiation or radiological health activi 
ties,” he said, “and 10 others are considering such legis- 
lation. Fourteen states now have radiation codes or 
regulations, and eleven others have proposals for such 
regulations.” 


In 26 states, the registration of all or of some radia- 


tion sources is required, and in 16 others proposed laws | 


requiring such registration are pending, Dr. Burney 
reported. 
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Don't let HARD-10-FIT 
CUSTOMERS WALK OUT 


LEWEAR SHOES 
ectacular 100-page & 
the largest. 
variety 


DOUB 


from the 1 
catalog WHE 
press! e 
-minute 

and 


most im 
of up-to-the 
sizes 


tvles. 
_ in the 


widths 


field. 4 y Style No. 430 


DRESS 


Retail $13.95 


YOUR INVESTMENT CAN BE ZERO— 
YOUR EXPENSES NEGLIGIBLE— 
= your profits HIGH! 


Your customer will be happy. too. . . 
happy with the fine, comfortable, cush- 
ioned shoes that will fit him perfectly 
... happy with the low price. He'll stay 
your customer! 


— No. 1826 

ORK OR 
HUNTING 

Retail $14.45 





HERE'S YOUR DOUBLEWEAR 
"NET PROFIT” PLAN: 


A) ON 1 TO 3 PAIR ORDERS, DEDUCT 25% FROM RETAIL 
B) ON 4 OR MORE PAIR ORDERS, DEDUCT 1/3 FROM RETAIL 


Se ee ee eee eee ae eee eee eaeeeaeee es 
DOUBLEWEAR SHOE COMPANY 

315 E. Lake St., Dept. 6 

Minnecpolis 8, Minn 

Send at once FREE CATALOG and complete infor 
mation on how we can reop extra profits with 


WE PAY ALL FREIGHT 
AND POSTAGE! 
RUSH COUPON 

FOR FULL PROFIT 
INFORMATION 


Doublewear shoes 


Name 


DOUBLEWEAR 
SHOE CO. 


MINNEAPOLIS 8 
MINNESOTA 


Firm Name 


Address 


City Zone State 
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Designer Offers High ‘Roller’ Heels 


Albion of Florence adjusts one of his 

newly designed “roller” heels to a 

woman's pump. The heels are inter- 

changeable and can be easily covered 
with fabric and plastic. 


FLORENCE, ITALY—Albion of 
Florence, creator of the “Ballestra” 
line during the past season, has now 
launched the 
men’s shoes. 


“roller” line for wo- 


He also designed new 


morning and afternoon styles for 
men. 

The novelty of the “roller” crea- 
tion is in the heel of the shoe. In 
the new fall and winter styles, Al- 
bion has replaced the standard fixed 
heels with interchangeable rollers. 
These stainless steel rollers can be 
swapped by the wearer so she can 
wear the same with either 
slender pin-like heels or thicker more 
stable heels. 

The heels can be easily covered 
with fabric or plastic to match cloth- 
ing, accessories or makeup. They 
will not break and are not subject to 
inclination. 

The men’s morning 
characterized by an elongated shape 
and a semi-square toe. The after- 
noon dress styles are definitely 
“sporty.” The toes of the afternoon 
shoes are slim and the tongues are 
high and wide. 
shoes is less apparent. 


shoe 


shoes are 


Stitching on these 


follow 
many of 


For evenings, men’s shoes 
the b it 
the newest styles are offered in black 
or violet velvet. 


lines, 


traditional 





Tapping in on 
Dancing Profits 

CONTINUED FROM PAGE 57 
actually the biggest seller in this 
department because of their popu- 
larity not only with dancers but 
with ice skaters and other winter 
sports enthusiasts. One of M and 
N’s favorite ads shows dozens of 
pairs of tights in all patterns “run- 
ning” all around the print. 

There are 37 dancing teachers in 
M and N’s trading area who teach 
classes either in their homes or in 
studios downtown. The con- 
tacts each of these once a year— 
originally by a personal call but now 
by letter—telling them the 
dance costumes are in. 

The first few years the store held 
its own recital, or dance review, in 
a Fort Wayne hotel. Teachers from 
the surrounding towns were invited, 
and young dancers furnished by 
one of the local studios modeled the 
year’s new costumes. Teachers made 
selections at that time for annual 
recitals. 

Private Appointments Now, 
however, teachers make private ap- 
pointments to come directly to the 


store 


new 


60 


for a more per- 
look at the 
styles. When an order is placed for 


Dancer’s Corner 


sonal and leisurely 
an entire class, buyer Myrt Grimm 
goes to the studio and measures up 
the pupils for 
tumes. The orders are sent to New 
York to be made up. 

Besides 


their recital 


COSB- 


being in charge of the 


Dancer’s Corner, Mrs. Grimm also 
buys handbags and jewelry. The 
three lines are correlated in one 
six-shelf display next to the “Cor- 
ner.” Only the dancing shoes are 
not a part of the Dancer’s Corner. 
They're kept in a separate section 
with other footwear farther back 
in the store. 
Costumes for 
played on racks against the wall, 
next to tights and 
leotards. Mesh opera hose also are 
featured 
A Range of Sizes 
offers a complete range 
from smallest to largest, for adults 
who perform in civic musical pre- 


selection are dis- 


displays of 


here. 
The Corner 
of sizes, 


sentations also buy here. 

M and N, one of the largest fam- 
ily shoe stores in northeastern In- 
diana, was established by Mr. Lauer 
1920. It 


downtown lo- 


as a self-serve store in 


moved to its present 
cation in 1943 
Not only is the 
a profitable department on its own, 
but it serves also to spread good 


for the build 
shoe business. Many families have 


Dancer's Corner 


will store and new 


become regular shoe customers of 
M and N after the 
originally for dancing accessories. 

The store big advertising 
budget, chiefly “Tele- 
vision has never paid for us,” 
Mr M and N probably 
is the top shoe store advertiser in 


visiting store 
has a 
newspaper 
Say ~ 


Hirschberg 


town, not only for dancing 
but for other 
handbags and small 
as well as footwear. 


ACcCC@S- 


lines such as 


sories 


jewelry items 





a 


The production and sales forces of E. T. Wright & Co., Inc., 
at a sales meeting, celebrated the production of 8 million pairs of Wright Arch Preserver 
Shoes in 40 years. The firm also marks its 84th year of manufacturing men's shoes in Rock- 
land this year. Seated from left to right are: Ralph Llewellyn, assistant treasurer, Arthur 
Monahan, treasurer, Leo McCarthy, president, James Giblin, vice president, and John 


Anderson, advertising manager. 


E. T. Wright Celebrates Making of 8 Million Pairs 


Rockland, Mass., recently, 


The salesmen and production men in the rear row 


from left to right ore: Fronk Sullivan, Burt Jackson, Bob Walls, Charlie Walls, Jr., Alfred 
Donovan, Alan Darling, Ed Forrest, Alfred Lyons, Harold Burnett, Joe Anevski, Ed Bernier, 
Pete Walker and Charlie Walls. 
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Miami Sees Strength 
In Black Sport Types 


MIAMI—Sport-type shoes in both 
suede and leather are strong here, 
with black as the No. 1 color. 

That’s the report from a leading 
downtown department store, which 
adds that dressy flats in suede and 
kid are moving and suede is good in 
both high and medium heels. 

Green is “fairly good” at the same 
store, and beige and red are selling 
well. Tapestry shoes with matching 
bags have been strong. Browns con- 
tinue to grow and black and brown 
combinations are especially strong 
in the $12.99 to $16.99 bracket. 

Dark Calf Moves—Another de- 
partment store buyer reports dark 
calf very good, with few suedes in 
the 18/8s and under. Bone has been 
giving brown and black a run for 
the money here, with little other 
colors making any play at all. 

A Flagler Street store reports that 
the Latin American trade has been 
particularly good, and the trend is 
to high style, triple needle with the 
$14.95 and $16.95 stronger than 
lower-priced shoes. Here the brown 
tones in leather also are doing well 
as are the taupe shades in calf. Black 
and calf are strong in this 
store with the demand for pointed 
toes. 

Milady is asking for the very thin- 
heeled, delicate and dainty footwear. 
The young set is still demanding the 
low-heel plain pump, which is better 
than ever, but with the modified toe. 
The dip U-shell pump for the young 
girls, however, must have the more 
pointed toe. 


suede 


Beach Preferences—At the beach, 
black silks, lustres in gray and tan 
and some moss green lead the parade. 
The tan family also is good in leath- 
ers and deldi-suedes. 


Remodels Downtown Unit 

ATLANTA Thompson-Boland- 
Lee, Inc., has completely remodeled 
its downtown store at a cost of more 
than $100,000. The project has added 
a young moderns department aimed 
at growing girls and teenagers, as 
well as a bag department. 
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Houston School Sales Top 59 


HOUSTON—After a slow start, 
fall shoe business in the Houston 
area was “looking up roses” by mid- 
September. 

Back-to-school buying moved into 
full swing with children’s store re- 
tailers reporting business excellent— 
and ahead for the month. Classic 
styles accounted for the most sales, 
including the penny loafer and kid 
flats for teens; brushed pigskin 
casuals and crepe-sole oxfords for 
boys, and nylon velvet oxfords for 
the small fry. Browns and drab 
greens entered the color picture, but 
black still leads sales. 


Trend to Simpler Look The 
better lightweight tie received ex- 
cellent acceptance in one leading chil- 
dren’s suburban store. And, said the 
buyer, this proves that the more ex- 
pensive shoe will still command the 
price if well made, smartly designed 
and distinctive looking. The same 
buyer noted a “definite trend’ in 
children’s dress shoes away from the 
rhinestones and gaudiness of the 
past to the simpler look. 


Variety for Women — In 
trast to the children’s shoe picture, 
leading styles and colors in women’s 
shoes are as varied as the new heel 
heights and shades of brown. 


con- 


Retailers report lizards and alli- 
gators selling well in all the high- 
fashion departments, as are combina- 
tions of black and tan. Silks, peau 
de soie and satins are also selling 
well and in some instances in prefer- 
ence over black suede, which retail- 
ers in this area had anticipated doing 
poorly. 

The stacked heel has reached new 
pinnacles of importance in all heights 
and in unusual combinations—as in 
the case of the gold lame pump on 
stacked heel which is a novel seller 
and is again being reordered by 
Battelstein’s. 


Lower Heels in Imports—As to 
heel heights, buyers say the prefer- 
ence in the Italian imports is to the 
lower or 8/8 to 12/8 heel rather than 
the 14/8 to 18/8 of a year ago. 

Though the closed tapered pump 
still leads sales for dress as well as 
tailored wear, there seems to be a 
definite feeling for shoes with some 
open treatment. This was noted in 
requests for closed-toe, open-back 
shoes in some better shoe salons, and 
in the good reaction received by 
Neiman-Marcus to several advertise- 
ments on cocktail shoes presenting 
the subtlest touch of openness at the 
back or on the vamp. 


Los Angeles Shops Step Up Their Advertising 


LOS ANGELES—Business is still 
slow here but a survey shows it is 
considerably better than a few weeks 
ago. There seems to be a strengthen- 
ing in the local economy. 

Retailers have shaken off their 
lethargy and are doing some adver- 
tising. Newspaper lineage is picking 
up and the big chains are using radio 
and TV plugs again. 

Retailers report they are getting 
their biggest play in young people’s 
shoes from the standard saddle ox- 
ford in grained leathers and velvet, 
to low-cut boots in black, brown and 
green, to dress flatties in smooth 
leathers. 

There has been an active market 
in specialized footwear such as cheer- 


leaders’ shoes and gym shoes during 
the early weeks of school. 

For the ladies, pumps are the 
whole story. In various heel heights 
and always with delicate trims, soft, 
unlined construction is a must. All 
styles called for are very tailored, 
with subdued decoration. They aren’t 
plain but they are far from fancy. 

A few squared-off toes appear in 
casual, lower-heeled pumps, but ex- 
for all double and 
triple needle toe. Black, brown and 
some green lead in color popularity. 

For the moccasin toes, 
two-and three-eyelet ties, oxfords 
Action in chukka boots 
is strengthening. 


cept these it’s 


men it’s 


and slipons. 
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Washington: Sneakers Still Sell 


WASHINGTON, D. C. Shoe 
sales during September have been 
neither good nor bad—about on a 
par with last year. There’s been no 
real marked activity in any one 
style or color in any department. 
Back-to-school sales are expected to 
continue on into October. To date 
sales are possibly slightly ahead of 
last year. 

Because of warm weather, many 
students continue to wear sneakers. 
Activity to date indicates that the 
nylon velvet oxford will come out as 
the most popular girls’ style. The 
patch saddle will continue and per- 
haps grow as colder weather comes. 
Loafers are coming back strong. 

There has been little or no ac- 
tivity in dress shoes, but retailers 
are expecting a change momen- 
tarily. In girls’ shoes, they look for 
continued popularity of nylon vel- 
vet; they expect it to dominate dress 
shoe sales. 


More Style — Retailers expect 
greater demands for style in boys’ 
Dressier type slipons with 
the tapered-toe influence are slated 
for big volume. Black will be the 
seller, usual; antique 


shoes. 


best 


as 


Sandler's 
Black live 
Cree... 


Our firet-pick newtra 


snub-nosed. stack heeled 


browns follow. Bucks are about out 


of the picture. 


Looking Up—Men’s shoe business 
is looking up. Credit goes to light- 
ened construction, better styling 
and more comfort. Black slipons are 
expected to outsell other styles 
throughout the fall — anything 
lightweight, handsewn and with 
moccasin-stitch design. There will 
be continued demands for simpli- 
fied, trimmer men’s shoes 
for and _ sports. 
Handsewn coming up 
strong. Extreme tapered toes are 
out except on low-end stores in this 
area. There’s a smattering of ac- 
tivity in lizard that may grow. 

In women’s shoes the perennial 
best seller is the plain black pump. 
Retailers have witnessed the start 
of strong sales in green and brown. 
There’s greater em- 
phasis on medium heels in fashion 
shoes. Lusters are not expected to 
produce nor are 
the grape tones. Suede is slated for 
mid-October or later sales. On the 
whole, of women’s shoes 
see continued strong sales only for 
basic black pumps. 


neater, 
business, dress 


styles are 


greater and 


unusual 


volume; 


retailers 


This color promotion on black olive as a new neutral featured four casual patterns, square- 
toed and pointed, all in the moccasin manner. The “first pick color is described in the 
advertisement as a “great garnish.” St. Louis (8 cols.). 
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Plain Pumps Dominate 


Chicago Shoe Picture 


CHICAGO—In Chicago, women’s 
plain opera pumps with 18/8 to 24/8 
heels and needle toes dominate the 
picture in many larger stores. 
Another big item is black patent 
which stands high in reorder lists. 
Blue suede is also emerging as a 
popular fall color. 

Browns continue to sweep ahead 
with lighter shades now being added 
to the darker Briar 
pheasant brown, snuff, deer brown 
and wild honey are some of the new 
tones with heightened interest 


tones. tan, 


Ornaments Ornaments 


simple and 


Simple 
remain integrated. A 
popular seller is a lustre calf pump 
light with 


trim 


in blue, green or tan 


nailhead Pumps 
with faille 
accepted on a wider scale also 

The popular 
shoes are from $13.95 to $14.95 

A casual that is in favo 
among women and is now on reorder 
is a flattie with hee! 
moccasin tapered toe. Retailing a 
$10.95, the 
black, camel and red in that orde 
A forest green tennis 
shoe, selling for $4.95, was describ: 


silver-tone 


rayon trims are being 


prices for dress 


high 


squash and 


color favorites are 


corduroy 
among teenaged girls 


deerskin 
with 


as “terrific” 
Another 
selling at 


green casual, 
$8.95 


cushion arch, is outselling black 3 


and foam 


to 1 in one large store 


Want Heavier Sole In men’s 
shoes, a 
double S¢ le is 


Although the 
toe is still the young man’s favorite, 


trend toward a _ heavier 


becoming apparent 
continental pointed 


becoming more frequent 
rugged 
] 


Scotch brogues are one of the style 


calls are 


for a more dress shoe 


in demand. Browns are definite! 


on the ascendency; one shoe depart 


ment manager expressed the belief 
they will surpass blacks in a year 

The first 
out a spurt of buying in saddle ox- 
black or 

Black 
heavils 


cool weather brought 


fords in combination 
brown and white for children 
nylon oxfords 
bought. A popular style in the latte: 
comes with white stitching, trims 
and laces. Gymnasium shoes, too, 
continue to bought in 
particularly a number with foam 
cushion arch and crepe soles. 


were also 


volume, 


be 
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Retailers Call Green 


‘Short Season Color’ 


BOSTON—The kids are back i 
school. Older and brothers 
have returned to And 
mothers are beginning to buy shoes 
for themselves 

Of the ultra-high-stvie 
shoe colors being offered by Boston 
shades of green 
are reported by practically all to 
have sold the best during the last 
half of September. There is almost 
unanimous opinion, that 
when final fall figures are compiled, 
black as usual will be found to have 
contributed about 60 per cent of the 
total volume and brown 25 per cent. 
The remaining 15 per cent will be 
the green, 


sisters 


college. 


dress 


retailers, various 


however, 


found to have been in 


red and blue families. 

here as a 
being 
used this fall either as a matching 
or complimentary 


Green is described 


“short season color.” It is 


shade. 


Push Straps—In styles, although 
pump types are in the majority by 
a wide margin, some halter straps 
are being pushed. These come both 
and 
red, 
open 


amooth leathers 
black, 


Most 


in suede and 


colors include brown, 


blue 


toes, 


and green have 

Throat ornamentation is the rule 
rather than the exception in pumps. 
Black calf pumps, for in- 
stance, matching bows or 


lustre 
carry 
folded-over containing a 
touch of 
have panels of 
with grosgrain bows at the throat. 


tongues 


gold. In higher styles, 


vamps nylon lace 


Bow 

high 
the 
perforated and 
the wing-tip 
men’s 


High Tongue, Narrow 
Another 


tongue 


version carries a 


with narrow bow and 


vamp is lightly 
stitched to 


pattern so popular in 


resemble 
shoes. 
kid, 
others in calf, are being promoted 
As the 
closer, the 
white 


Unlined pumps, some in 


by several stores. social 
sale of 


fab- 


season comes 


white satins and other 
rics is expected to be good. 

New in men’s shoes this fall is a 
revival of the saddle pattern. This 
comes in brown with black conven- 
tional saddle with leather sole and 
heel. In contrast to this the same 
store is selling a two-eyelet chukka 
for dress wear. 
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LOUIS- 
sales 


Cooler weather has 
of women’s 
fashion apparel in St. Louis, in- 
cluding footwear. Retailers here 
say that women followed their nor- 
mal buying pattern on this, out- 
fitting the children first, seeing 
them back in school and then 
voting two weeks to active shop- 
ping for themselves. 

Several styles of footwear are 
selling well. In the $20-$25 price 
bracket there are spectator pumps 
on 21/8 heels in two-tone combina- 
tions of brown and black 
range 
chocolate, 
camel, to 
Coordinated two-tone handbags are 
reported as selling well along with 
the black-brown shoes. Women 
are favoring 23/8 black calfskin 
pumps with integrated vamp de- 
tailing, such as flat buttons, shir- 
ring, and pleating; mid-heel per- 
forated vamp patterns in black and 
russet brown calf; at $16.95; black 
suede and vinyl slings with open 
toes; at $12.95, stacked heel pumps, 
black, brown and loden smooth or 


ST. 


spurred dressy 


de- 


(Browns 
from smokescreen and swiss 
through thrush 


briarwood 


and 


and tabac.) 


brushed leather all using prominent 
stitching for trim, and at $10, 
leather 8/8 and 12/8 


brushed o/k 
with matching 


wedges, some calf 


trim. 


WiLL 4 GALE 
ian JERRO 


Reage 


oT 
Ow 


FRANK WERNER 


Every star on a Hollywood production stage 
has his special chair, so Frank Werner gave 
each of the store's stars a special spot in 
this advertisement, San Francisco (8 cols.) 


_ St. Louis Women Pick Two-Tones 


Metallics and Tapestry—Metallic 
cloths and tapestry are widely dis- 
played in cocktail shoes, but buyers 
say that sales of them will not be 
registered until daytime shoe needs 
are filled. 

Suedes are moving, trimmed with 
satin or combined with calf for tip 
and heel cover. Brushed pig con- 
tinues volume for casuals. Reptiles 
and reptile-trims are listed as good 
at one and slow at another, 
depending largely, it is felt, on the 


store 


outlet’s clientele whims. 

Women’s shoe colors find black 
in front, but mid-browns and 
lighter neutral browns gain ground 
daily. The newer neutrals are sell- 
ing handbags along with them, pri- 
marily bags of the east-west design. 


In Retrospect—Children’s deal- 
ers are looking back on four weeks 
of brisk selling, with figures equal- 
ling or bettering last vear by 5 to 
7 per cent. Teen girls are concen- 
trating on two styles, white tennis 

and black smooth leather 
with double-needle The 
preferred untrimmed at 
some schools, string bow tied or 
large button trimmed at other 
schools. Needle toes are a must on 
the flats, but tennis 
shoes and tapered-toe pairs are 
even in family-type county 
stores. In corduroy sneakers, black, 


shoes 
flats 
flats 


toes. 


are 


rounded-toe 
about 


cashmere and loden are selling in 
that order, all on pointed toes. 


Shoe salesmen 
fall activity 
summer. de- 

rugged going.” 

include wo- 

10/8 


Coming Up! — 
are welcoming the 
here, following a 
scribed as 
Current 
men’s 
lored wedges in black, 


“pretty 
promotions 
cushioned-insole, tai- 
copper and 
loden; men’s high-riser, tapered-toe 
oxfords and slipons in black and 
olive smooth calf with a new higher 
women’s raspberry pumps 
with square buckle trim, tied into 
the raspberry - blueberry fashion 
look for 1960; women’s wedge- 
walkers of a foresty brown shag 
leather and slipons with a 
new foot-hugging “give-and-take”’ 
panel at each side and featuring 
plain toe, wing tip toe or moccasin 
seam. 


heel; 


men’s 
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Healy’s Profits from Outsize Shoes 


For contrast, 13-year-old David Spangler, wearing size 18D custom-made shoes, sits beside 
13-year-old Jimmy Graves, wearing a size 3'/2 shoe, as Jimmy's father, Bike Graves, manager 
of Healy's Quality Shoes, Denver, fits the outsize pair. Healy's boosts sales with outsizes. 


DENVER — Building an outsize 
shoe business catering to all of 
Colorado has helped in the success- 
ful operations of Healy’s Quality 
Shoes at 53 S. Broadway here. Sales 
of men’s and boys’ work and dress 
shoes above size 12 now represent 
about 13 per cent of the total vol- 
ume in the store, according to B. W. 

Bike) Graves, manager. 

The store stocks work shoes, ox- 
fords, boots 
widths from 
sizes up to 


and dress shoes in 
AAA’s to H’s and in 
15. Downtown 
stores refer many outsize customers 


shoe 


McInerny Sends Buyers 


HONOLULU — Lawson H. Riley, 
president of M. MclInerny, Ltd., a 
chain of eight Hawaiian stores, an- 
nounced that all 11 of the firm’s 
buyers, accompanied by Gorham J. 
Cottrell, vice president and general 
merchandise manager, will go into 
the top fashion markets on the main- 
land to buy holiday and cruise wear, 
It’s part of a 
stepped up fashion program. 


shoes and accessories. 
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to Healy’s. Direct mail and consis- 
tent advertising in Denver 
which have statewide circulation aid 
in the outsize shoe merchandising. 

Publicity in the daily press when 
13-year-old David Spangler, of Man- 
was fitted with a size 18D 
shoe by Mr. Graves has helped sell 
outsize shoes. The boy, who stands 
6 ft., 9 in., and weighs 260 lbs., 
photographed in the 
with his parents 
home where 
normal-sized parents over- 
night. When David the 
store, he was wearing leather moc- 


dailies 


cos, Colo . 


was 
the 
and in the 
David and his 
stayed 


store, on 
street 
Graves 


entered 


casins, made by a Mancos neighbor. 

How did Mr. Graves fit the boy? 
He took a tracing of the boy's foot 
and figured out 
his 


wear. 


proportionately by 
tape what should 
He wrote the special order 
($40 a pair retail) to Bates Shoe 
Company, Webster, Mass. The sales 
manager thought an error had been 
made and queried confirmation of 
the size. the foot 
tracing and the two pairs of shoes 
arrived, fitting the boy perfectly. 


steel size he 


Mr. Graves sent 


Press Showing Wins 
Publicity for ( Jhrbach’s 


LOS ANGELES — Ohrbach’s, a 
Los Angeles department store, re- 
cently used a fashion writers’ press 
review to capture heavy newspaper 
publicity for three lines of women’s 
fall shoes. 

Eight prominent 
were invited to a party at the store 
to look over the fall offerings and all 
of them ran major reviews of the 
footwear shown. 


fashion editors 


Better Than a “Plant”—Store of- 
ficials, who back editorial publicity 
with regular advertising insertions 
throughout the year, felt that cov- 
erage from the preview was much 
stronger than if the advertising 
agency had been relied upon to plant 
a story 

The showing of more than 62 dif- 
ferent styles was conducted by Rob- 
ert Garrick, 
selor for the 
fashion coordinator, 
Werbner, divisional 


No Models Needed 
styles were 
table, but a 
from wires. Instead of using mod- 
els, Mr. Werbner passed the shoes 


public relations coun- 
Gloria 
and 


La pez, 
Sidney 


store, 


shoe buyer. 


Most 
displayed on a 
few 


of the 
large 


were suspended 


around and each style was discussed 
individually. 

To make editors’ 
easier, a kit was 
which listed all of the 
name and gave a description of the 


job 


the 


press 


even 
supplied 
styles by 


shoe material and the style detail- 
ing. Photographs were included in 
the kit photographer 
present to take special shots on re- 


and a was 
quest. 

The majority of 
played for the 
price from $32.50 to $10, but a few 
were tagged as high as $60 


shoes dis- 


the 


editors ranged in 


Coming! One-Toed Girls? 

CHICAGO Dr. Lola T 
graf, Chicago podiatrist, claims wo- 
fashion for 
a foot with one great toe, leaving no 
She 


Ries- 


men’s shoes are made 


room for the four lesser toes 


said, “It perhaps can be assumed 


that 
change we can develop a female with 


in the ultimate biological 


just one big toe.” 
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Motorboat Rides Draw 


Shoe Store Customers 


HORICON, WIS. — Motorboats 
brought more than 800 customers 
into Ulrich’s Shoe Store in this lake- 
side town during a recent annual 
civic festival. 

W. J. Ulrich, owner of the shoe 
store, knew thousands of out-of- 
towners would be in town for the 
two-hour parade, the highlight of 
the three-day festival. His only 
problem was getting them into his 
shoe store. 

Mr. Ulrich found it was easy to 
get other Horicon citizens (almost 
all are boat owners) to line up their 
motor boats at the lake dock. Then 
he offered, with a large sign in his 
window, a free 15-minute motorboat 
ride the scenic marsh lake to 
customer. At the 800th per- 
son, the boaters stopped counting. 

Mr. Ulrich tied in his store and 
window decorations with the marsh 


on 
every 


too. He used long grass reeds and 
cattails in his store and in the front 
window. He even used them to dress 
up the parking meters in front of 


the store. 


‘Open House’ at R. H. Fyfe 
Marks 95th Anniversary 
DETROIT—R. H. Fyfe & Co., one 
of the country’s largest stores de- 
voted to footwear exclusively, is 
celebrating its 95th birthday during 
the first week of October. Marking 
the event is an with 
a different program each day. 
Factory representatives are con- 
ducting special showings of the Dr. 
Locke, Selby Arch Preserver, Amer- 
ican Girl, Debs and Easy 
Walkers lines. Also on the agenda 
are a “children’s day” with gifts for 
youngsters, and a “men’s day” with 
Detroit Tigers baseball players 
in attendance. The Tigers’ first 
catcher, a store spokesman pointed 
out, was none other than R. H. 
Fyfe, the founder of the business. 


“open house” 


Desco 


* Schuster’s added new shoe de- 
partments to two of the five Mil- 
waukee, Wis., units. Both the 3rd 
Street and Mitchell Street stores 
feature a Shoe Balcony, an 
Edison Bros. leased department. 


now 
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Cigarets Help Tell Shop-in-Comfort Story 


Customers passing the window of Marilyn's Shoe Store, Salem, Ore., were invited to shop 

in a “Kool” store by this colorful display. The service inside also made rather common air 

conditioning seem like something special. Customers were invited by the store's salesmen to 
relax in cool comfort and smoke a Kool cigaret while shopping for shoes. 


SALEM, ORE.—The operators of 
Marilyn's Shoe Store, Salem, re- 
cently mixed cigarets with shoes in 
their window display to 
comfort of the air conditioned 
store. 

The background display for the 
window featured a large Kool cigaret 
banner surrounded by cartons of 
Kools and green and white flowers 
and ribbons. 


advertise 


the 


Cartons of cigarets were scattered 
among the shoes in the window and 


other Kool banners decorated the 
door. 

Inside, salesmen seated the 
tomers and offered them Kool ciga- 
rets, saying, “While shopping in our 
coo] store, enjoy a Kool cigaret.” 

Most stores have air conditioning, 
but the colorful and dramatic way 
the Salem store featured it, im- 
pressed the customers with the fact 
end also with the service. 

Brown Williamson Tobacco 
Co. supplied cigarets and banners. 


cus- 


and 


Stix, Baer & Fuller Starts 1014 to 12 Club for Women 


ST. LOUIS—Women with larger- 
than-average feet learned of a place 
where they are welcome and planned 
for when Stix, Baer & Fuller, a St. 
Louis department store, took a quar- 
ter-page newspaper advertisement 
to invite membership in its 10% to 
12 club. 

Response to the advertisement, 
which included a coupon to be com- 
pleted by women who need footwear 
in sizes from 10% to 12, was termed 
excellent by a shoe department 
spokesman. Similar advertisements 
had been used before at 
openings, but the fall 1960 version 
“did a tremendous job” pulling an- 
swers. 


seasonal 


When completed coupons arrive at 
the shoe department, a follow-up 
telephone call is made to personally 
welcome the potential customer to 
the club. A letter of welcome that 
makes the club member feel 
“wanted” is promptly mailed. 

Special displays are set up in the 
shoe department and, in place of a 
limited selection of patterns and 
colors, there is a wide variety of pat- 
terns, leathers, heel heights and 
colors. 

The membership list of the 10% 
to 12 club will get special mailing 
pieces at the start of each new sell- 
ing season describing and picturing 
shoes available in large sizes. 





‘Krazy Day’ Sale Draws Customers to Red Wing Shops 


RED WING, MINN.—Business in 
Red Wing got a healthy boost from 
the city’s second annual “Krazy 
Day.” It drew customers from 
miles. They came to see the strange 
antics and costumes of the business- 
men and to buy too. 

During the event, which gets al- 
most 100 per cent cooperation from 
the merchants, merchandise is 
dumped on the sidewalks and bar- 
gains are offered by the retailers 
who appear in masquerade outfits. 

Hughes Shoes staged a balloon 


"1 


VENTI-MESHe 


Now the professional woman who has trouble getting the 


each bal- 


which 


bust promotion. Inside 
loon there was a number 
entitled the customer to a discount 
on the purchase price of shoes. 

One store offered a free pair of 
shoes to the woman coming into the 
store with the largest number of 
daughters; all were required to wear 
their winter coats and overshoes and 
pull a sled. 

A “Match the Heads and Bodies” 
contest in the local newspaper helped 
build enthusiasm during the weeks 
preceding the sale day 


Hard-to-fit 
Professional Women 
now toe a new line 


(first aides 
by WILBUR COON 


a J 


“right” shoe 


need look no further. For, at the price of ordinary footwear, she may rely 


on famous Wilbur Coon support and fit . 


. and also enjoy . . 


ALL OF THE FOLLOWING TESTED EXTRA COMFORT FEATURES 
in any of six attractive in-stock styles: 


LONG INSIDE COUNTER 
VENTI-MESH® 
MOULDED LEATHER ARCH 
CUSHION BOTTOM FILLER 
Vv SUPER SHANKS 
Vv ANCHOR EYELET 


Remember, “FIRST AIDES’, priced right to SELL... 
are priced right to give you a GOOD PROFIT, too! Just 


$5.60 to $7.25. 


Send for NEW CATALOG and SALES AIDS . . . TODAY! 


WILBUR COON SHOES ae Vark Sy Gites Ollee 
929 Marbridge Bidg. 


66 


BATAVIA, N.Y. 


NRMA Survey Discloses 
Holiday Promotion Timing 


NEW YORK—’Tis the month be- 
fore Christmas and all through the 
city holiday promotions keep the 
stores busy. At least, that’s what a 
survey by the National Retail Me 
chants Assn. of 930 stores with an 
nual volumes from $1 million to ove: 
$200 million indicates. 

The report showed that of the 53 
per cent of the that mail 
Christmas catalogues, the largest 
number, 28 per cent, mail them 
during the third week of November 

Of the stores questioned, 29 pe: 
supplements 


stores 


cent use newspaper 


and 33 per cent of these, the largest 
group, plan them for the last week 
in November 

The upper floors of 29 per cent of 
the 930 stores are trimmed during 
the third week of November and 37 
per cent of the stores trim the main 
floor during the same week 

A pre-Christmas theme is in the 
November advertising of 81 per cent 
of the and this 
theme the ad- 
vertisements of of the 
stores during the third week in No- 


surveyed stores 
appearing in 


34 per cent 


Starts 


vember. 

Pre-Christmas sales are run by 42 
per cent of the and, 
the third week of November 
favorite time for these. It 
picked by 26 per cent of the stores 


stores again, 


is the 
Was 


running sales 


Boston Department Stores 
Up Popular Price Buying 

NEW YORK 
agers and shoe buyers in better Bos- 


Merchandise man- 
ton department stores plan substan- 
tial budget increases in their popu- 
lar price ranges for next season, ac- 
cording to a survey by the Popular 
Price Shoe Show of America. 

The survey shows women’s dress 
shoes from $8.95 to $12.95 are ex- 
pected to comprise 50 per cent of 
the upstairs sales volume next spring 
in all price lines of 
women's footwear at Jordan Marsh 
Co. It represents a gain of at least 
10 per cent over the last two years 
Casual footwear selling at $3.99 and 
up will account for 25 per cent, and 
the remaining 25 per cent will go to 
higher price lines 

Vincent Bernagozzi, 
chandise manager, credited improved 
quality and expanding fashion appeal 


types and 


shoe mer- 
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in the popular price lines for the 
increase. 

At Grover Cronin, Waltham, 
Mass., Joseph Patenaude, women’s 
shoe buyer, said popular price 
women’s shoes will figure more im- 
portantly than ever in the depart- 
ment’s open-to-buy for next spring. 
Charles Gray, men’s and boys’ shoe 
buyer, expects popular price men’s 
dress and casual footwear to consti- 
tute over 40 per cent of his sales 
volume next year. 


Breakfast Fashion Show 


Features Shoes, Apparel 

ST. LOUIS—A special breakfast 
fashion show staged by Stix, Baer & 
Fuller last month at its county West- 
roads branch promoted new fall foot- 
wear along with B. H. Wragge ap- 
parel designs. 

The Wragge originals 
daytime costumes, day-into-evening 
outfits and dressy sport clothes. 

The featured were black, 
beige, greige, amethyst, greengage 
plum, tiger yellow, fathom blue and 
gray in several intensities. 
models wore a 
footwear patterns and didn’t confine 
themselves to the one-pump-with- 
everything theory. Stacked 
were prominent in the 18/8 range on 
loden suede dressmaker pumps and 
on black calf tailored walkers 
white saddle stitching. 

Swiss chocolate calf, 23/8 pumps 
were color keyed to beige into brown 
outfits. Gray pumps teamed 
with jersey costume 
with a print lined jacket. Black 
calf, square-throated pumps were 
shown on both high and mid-high 
heels. Lustre leather appeared in 
both gunmetal and nutria with 
matching handbags. 

More than 600 women attended 
the breakfast and watched the fash- 
ion show, one of the store’s regular 
special events around the calendar. 


included 


colors 


Store variety of 


heels 


with 


lizard 


one charcoal 


© Krupp & Tuffly, Houston, Texas, 
remodeled from top to bottom. The 
new first floor men’s and women’s 
departments walnut 
stained paneling and beige walls. 


shoe have 
Also expanded and remodeled were 
the children’s shoe department and 
the women’s 
floor, and the 
girls’ apparel 
floor. 


second 
women’s and tall 
departments, third 


shoe salon, 
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NRMA ‘Week’ Will Salute 


Retail Distribution Fields 

NEW YORK — “National Retail 
Merchants Week,” Jan. 30-Feb. 4, 
originally planned to mark the 50th 
Anniversary of the founding of the 
National Retail Merchants Assn., 
has been expanded into a salute to 
the entire field of retail distribution, 
according to Edward F. Engle, man- 
ager of the association’s sales pro- 
motion division. 

Mr. Engle said the 
vertising of the American 
paper Publishers Assn. and 


Sureau of Ad- 
News- 


The 


Television Bureau of Advertising 
have indicated support for the week. 
NRMA expects special newspaper 
sections, feature stories, national 
and local television and radio in- 
terviews and manufacturer endorse- 
ments. 


® Walker’s, Tremont Shopping 
Center, Upper Arlington, O., deco- 
rated a new men’s department with 
hooked rugs, cherry finished panel- 
ing and Captain’s chairs and a 
wagon wheel chandelier in early 
American style. Two lines of men’s 
shoes were added. 


PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 


























IN STOCK 
No. 64 Brown 
No. 645 Black 


You don't have to be a foot-fitting specialist 
to build a steady repeat business with Alden-Pedic 
shoes. Many family shoe stores use our shoes to sat- 


isfy “hard-to-fit" customers and build repeat busi- 
ness. Learn about our Foot-Balance® program today. 


MdAen-Vedin 


THE KEY TOFO 


f 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Custom Boolmakers Since 1884 
BROCKTON. MASSACHUSETTS 





e Shoe Shows 


Ohio Travelers Print Show Guide for 2.750 Retailers 


Checking advance registrations for the Columbus Shoe Fair, Nov. 13-15, are (left to right) 
William C. Short, president, Ohio Shoe Travelers’ Club; Burt Jackson, chairman of the 
board of directors; A. T. Maniace, show chairman, and Robert Oeceflein, second vice presi- 
dent. New club officers will be elected after a dinner, Nov. 12, at the Deshler Hilton Hotel. 
Columbus Shoe Fair, Nov. 13-15, at 
the Deshler Hilton Hotel. 

A. T. Maniace, general chairman, 
travelers 


COLUMBUS, O. 
is being prepared by the Ohio Shoe 
Travelers’ Club for the 2750 retail- 
ers that the 


A buyers’ guide 


have been invited to who is being assisted by 


GET IN THE SWING! 
SCOTT'S 
IMPROVED 
COMFORT 
ARCH 


Always a leader in its field—and 
now EVEN BETTER with the 
addition of a Heel Cradle to posi- 
tion and cushion the heel. 4-Way 
Support—Metatarsa!, Longitudinal 
—Cuboid—Heel—for superb walk- 
ing comfort. OUR BEST COM. 
BINATION SUPPORT now being 
featured by leading dealers from 
coast to coast! 


All Men's & Ladies’ Sizes 
Wide & Norrow Widths 
STOCK NO. 301H 
$37.80 Dz. Prs. $430 Gross Prs. 


WRITE FOR FREE FULL- 
LINE SCOTT CATALOG 


Harry Teetsel and Clyde Logan, said 
outside events that might interfere 
with sample room appointments are 
being kept to a The 
travelers will underwrite the expense 
of a courtesy room and the Ohio 
Shoe Retailers’ Assn. will sponsor 
a luncheon on Nov. 14. 


minimum 


Northwest Shoe Fair 
To Display 200 Lines 
PAUL, MINN.—About 


retailers two 


ST 600 


shoe from countries 
and nine states are expected to view 
more than 200 lines of spring shoes 
at the Northwest Shoe Travelers’ 
semi-annual Shoe Fair, Oct. 29-Nov 
1, at the St. Paul Hotel, here 
Edmund J 


retary of the association and gen- 


Trench, executive sec- 
eral manager of the Shoe Fair, said 
from 

the 


include 
Italy 


exhibits will imports 
England, 
Orient. 
Retailers are expected from Wis- 
Michigan, North Dakota, 
Dakota, lowa, Nebraska, 


Montana Manitoba, 


France, and 


consin, 
South 
Wyoming, and 
Canada 


Included in the show schedule are 


DURABLE and SMART 


furniture 


NO. 590 

Arm Chair a 

(NO. $91 Matching 
~ Side Chair) 


Wide assortment of chairs and tables. See your dealer 
or write us for our distributor's name. 


e 9° AMERICAN CHAIR COMPANY 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


Manufacturers 


Sheboygan, Wisconsin 
Permanent Displays: 
Chicago * New York * Atlanta * Miami * Boston * Son Francisco 
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a coffee and roll snack bar, Oct. 30; 
the traditional beef dinner, 
Oct. 29, and a banquet, dance and 
floor show, Oct. 31. 


roast 


The banquet, in the Continental 
Room of the St. Paul, will be fol- 
lowed by dancing to Les Barlow’s 
orchestra. Also featured will be a 
strolling accordionist and the 
Schmidt will be 
travelers’ guests. 


Sisters. Retailers 

Officers of the Northwest Shoe 
Travelers’ Assn. are George C. 
Blackett, president; L. A. Schuster, 
first vice president; Donald Dickey, 
second vice president, and Paul D. 


Cook, secretary-treasurer. 


Shoe Show Date Changed 
NEW YORK—The show date of 


the shoe show scheduled at the Gar- 
City Hotel by The 
Shoe Travelers’ Assn. of New 


den and 
York 
has been changed from Nov. 13 to 
Nov. 6 to with the 
dates of the Boston Shoe Travelers’ 
Assn The Boot Shoe 
show is for retailers of 
Brooklyn and all of Long Island 


soot 


avoid conflict 


show. and 


Travelers’ 


Leathers 
by Irving’ 


Irving Tanning Company 


134-140 Beach Street, Boston 11, Massachusetts 
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Coast Show Features 
Retailers’ Workshop 


LOS ANGELES 
bookkeeping, window display, adver- 
tising and merchandising of all 
types of footwear will be the topics 


—Accounting, 


discussed by ex- ¢ 
perts at the Work- 
shop Clinic during 
the West 
Shoe Travelers’ 
Spring 1961 Foot- 
wear Market Week, 
Nov. 6-9. 

The show, head- 
quartered at the 
Alexandria Hotel, 
Los Angeles, and 
using display area 
in the Biltmore and Sheraton West 
Town-House, will feature the clinic, 
planned by Ken Rea and his commit- 
tee, in the ballroom of the 
Alexandria. 

All exhibit rooms will close for the 
clinic at 5 p.m. Monday and the 
hour-long clinic will be followed by 
cocktails and a free buffet dinner. 
After the dinner, Oscar C. Orman, 
of Cole of Calif., a 


Coast 


WEN REA 


main 


sales manager 


Vas 


BAREFOOT @ 2 FREEDOM’ 


Were Par 


SOS Nb hide 


aL; 


© Ameriea's Most 


No markdown! No leftovers! Profit never 
tied up at the end of season! 


4108—The DENVER Tie 
14/8 Wood Kantscuff Heel 


All over antiqued red caravan kid 
let tie i 


bathing suit manufacturer, and a 
member of the marketing staff of 
the University of Southern Califor- 
nia, will give a brief talk on eco- 
nomic conditions. He is a former 
shoeman. 

Registration booths will be set up 
at both the Alexandria and the Bilt- 
more. 


Shoe Women Executives 
Name Breakfast Speaker 

NEW YORK 
fashion director of Carson, 
Scott, Chicago department 
firm, is guest speaker for the Shoe 
Women Executives’ fashion break- 
fast in the Sheraton-Blackstone Ho- 
tel, Chicago, Oct. 25 at 8 a.m. 

The breakfast, at which Miss Lip- 
pincott will present a talk entitled: 
“It’s Better With Your Shoes On!”, 
the National Shoe Fair 


Miriam Lippincott, 
Pirie, 
store 


is part of 
program. 

Miss Lippicott is 
fashion programs for all of Carson, 
Scott’s apparel departments, 
footwear. She has been 
responsible for innovating a number 


coordinator of 


Pirie, 
including 


of major style trends. 


ov 39 years 


SaRes 


Attractive Comfort 


SHORS 


\\ 


HARMONY LAST 


Six-eye 
Long inside counter 
SIZES IN STOCK 
AAAA 
AAA 

A 


Tassel-end laces 


VMN eew 


(4A ewewe 


moOw>> 


MILLER SHOE COMPANY 


Founded by Albert E. Klinkicht 


isin 


CINCINNATI 23, OHIO 





e Retail Openings 


R.1. Sterling Plans Five-Year Expansion 


FIRST STEP in a long-range pro- 
gram to establish a four-level shoe 
selling operation for the R. I. Ster- 
ling Shoe Co., Providence, R. I., was 
completed when the firm moved into 
new and larger quarters at 303 West- 
minster St 

According to Mrs. Israel Pearlman, 
advertising manager, the store now 
operates on two levels, including a 
floor that is three 
large as the previous store. 

In three Mrs. Pearlman 
said, the third level will be 
and in the fourth level 
will The expansion pro- 
gram will make the store one of the 
New 


street times as 
years, 
added 
five years, 


be added. 


most complete shoe stores in 
England 

Eventually the store will have sep- 
arate departments for high-fashion 
tall 
9-15 sizes, tiny-foot 
and the 
women’s and children’s departments. 
It will also have a special fitting de- 


girls’ shoes in 
shoes, 


usual 


women’s shoes, 
teenage 


footwear men’s, 


partment including orthopedics 

In the recent changes, the store 
added to its branded lines and now 
women’s shoes range in price from 
$7.95 to $19.95 and men’s range from 
$7.95 to $38.95. A few styles are 
priced higher. 
e _ ° 
Shoe 
family 


Lans- 


The 


dale, 


Ritzi Store in 
ra. a 


into 


operation, has 


redecorated quarters 
from former 
tion. Owner Meyer Shusterman also 
The Phoenix- 
Pa., and another store of the 
Royersford 


moved 


two blocks its loca- 


operates Bootery in 
ville, 
sime name in 
The Phoenixville 
marking its 15th anniversary. 


nearby 
unit is currently 


. . a 

Fresno, 
units 
The 
firm spent $40,000 to remodel 1039 
Fulton St. and then moved the store 
Piccolo, 


GallenKamp Stores Co., 
Calif., shifted 
two doors and tripled its are 


one of three 


its manager, James 


1035 Fulton 


and 


from St. 


Comar’s Children’s Chain 
Announces Growth Plans 

NEW EXPANSION plans 
announced for Comar’s Children’s 
Shoe Stores by Si Comar, vice pres 
of the Southern California 
chain, at the time he 
nounced the opening of a new unit 
at the Whitwood Whittier, 
Calif. 

Mr. 
units in 


were 


ident 
same an 
Center, 
chain will 
California 


said a 


said the 
Northern 
and Oregon. He 
is scheduled to open in the Buena 
Park Shopping 
1961. The 
center are 


Comar 
put 
also store 
early in 


that 


Center 
major tenants of 
Sears-Roebuck, J ( 
chains 


other national 


Penney and 


Berry’s-on-Main, in Columbia 


S. C., features a separate “Capezio 


Shop” following a recent expansion 


“Our shoe department has practi 


cally exceeded itself in growth,” 
noted President Joe B 


that’s one of the main 


Berry, “and 


reasons be 


hind our expansion.” The Capezio 


Shop, near the store's entMnce, has 


a large circular pouf in lieu of 


chairs. In Berry's large new shoe 


IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street 
Lodz, Poland 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


© Wellingtons 


® Halfboots 


@ Rubber work-boots 


® Galoshes (for women and children) 


® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes 


® Basketball shoes 


P.O.B. 133 


Cable: Skorimpex—Lodz 


® Volleyball shoes 


® Ballerina sandals for women and children 


W rite for Full Information and Samples 
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department, there are chairs for 60 
Berry’s now carries 18 
brands, and there is room to stock 
more than 15,000 pairs. 


persons. 


Hill Bros. has opened a self-ser- 
vice shoe store and clothing mart 
at 4030 Bloomington Ave., Minne- 
apolis, replacing one that closed at 
1840 E. 38th The 10,000- 
q.-ft. store stocks men’s, women’s, 


St. new 


children’s and infants’ shoes and 


apparel (except men’s suits) ac- 


cording to Walter Wells, manager. 
[wo other Hill in Min- 


neapolis also were closed recently. 


Bros. units 


. . . 
A. S. Beck Shoe Corp. increased 
of to 187 with 
openings two-week pe- 
riod. The new stores are in the Par- 
Parma, 
the Cheltenham Shopping Cen- 
ter on Philadelphia’s outskirts, and 
at 581 Fulton St., Brooklyn. In ad- 
dition the chain has remodeled sa- 
lons at 939 Market St., Philadel- 
phia, and 107 S. State St., Chicago. 
A store in White Plains, N. Y., was 


relocated 


its number salons 


three in a 
matown Center, 
a. 


Shopping 


National Shoes, Inc., major east- 
ern chain, has entered the Wilming- 
ton, Del., area with a 6,000-sq.-ft. 
drive-in unit on the heavily trav- 
eled Du Pont Parkway, 
south of Wilmington. The store, 
which opened Sept. 1, is the chain’s 
171st link. A few days earlier, Na- 
tional opened another unit in the 
new Colony Shopping Center, Wal- 


six miles 


lingford, Conn. 
+ . a 

Self Service Shoes’ first store in 
El Tex., which debuted re- 
cently, is the eighth unit in a Colo- 
rado-New Mexico-Texas chain. Leon 
McCarver manages the unit, a fam- 
ily-type operation. L. R. Foy is pres- 
ident of the chain, which has offices 
in Pueblo, Colo. 


Paso, 


° * * 

The Lion Store in Westgate Vil- 
lage, Toledo, O., has opened a 36- 
chair children’s department on its 
second floor following expansion of 
the store to three floors. Formerly 
on the first floor along with ladies’ 
shoes, the department is now linked 
with other sections for children. 
All stock is hidden. Mrs. Margaret 
Remlinger for the com- 
pany’s downtown and Westgate de- 
partments. 


buyer 


is 
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Thom McAn 
ber of units in the Chicago metro- 
politan area to 40 with the Sept. 1 
opening of three modern drive-ins. 


increased its num- 


They are at 5035 S. Cicero Ave. and 
10747 S. 
E. St. Charles Rd., Villa 
Each unit occupies 7,200 ‘sq. 


Halsted, Chicago, and 340 
Park, III. 
ft. of 
space and offers parking space for 
A special feature at 
the 

“Teen 


39 cars. each 


opening was selection of a 
Thom McAn with 
the winner receiving a $100 scholar- 
ship to the Patricia Stevens School 
for Careers and Finishing. 


Queen,” 


Gabe Shoes, Inc., with children’s 
lines only, has opened in the new 
Center in 
of 


1s 


Kendallwood Shopping 
Detroit’s 
Farmington 
H. 


sociated 


northwestern suburb 
The 
who has been 
Detroit’s Hack 


Twp. owner 


Louis Gabe, 


as- 
with Shoe 
Co. for a decade. 

o o . 


Terri’s Shoes, a new family store 
that opened in a remodeled theater 
Okla., managed by 
Phillips, Oklahoma 


City store employee with nine years 


Norman, is 


in 


Roy former 


of shoe retailing experience 


et FFP SOCHHETORET HEHE S RHEE SEES E® 


FEATURE ATTRACTIONS IN 


cheatricals 


by BERNED 


eeeeevoeaeceovoeea coe eeeeeeeeveveeeeees 


sizes | 
livery: $! 90 


All ov 


nol 


COVERED 
EELS 
_— tepenooss Heights 
overtoe 
‘cluded, 
Add 15¢ pr- for 
toe taps attached 
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or white leather 
theatrical lasts. 
BOTH STYLES PRICED AT: 


» to 8M 


er genuine black patent 


on ovr origi- 


TAPS 
ATTACHED 
_ LEATHER HEELS 


Overtoe taps and 
heel plates attached - 


.. $2.85 
.. $3.15 
«$3.30 
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MA 
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e About Shoe People 


A SUCCESS STORY: Dr. Wil- 
liam M. Scholl, M.D., 78, founder 
and president of The Scholl Mfg. 
Co., Inc., Chicago, is one of 11 re- 
cipients of the 1960 American Suc- 
cess Story Awards the 
Free Enterprise Assn., 
Inc., New York. 

. e . 

50 YEARS LATER: Alfred 
Eagleton, shoe buyer for Gilmore 
Bros., Kalamazoo, Mich., since 
1929, was honored recently by store 
president, Irving S. Gilmore, and 
the buyers and department mana- 
gers for his 50 years of service to 
the store. 


given by 


Awards 


. . . 

STEPPING UP: Glenn E. Webb, 
with the J. J. Sholem Stores for 
the last five years as assistant man- 
ager, has been named manager of 
their Champaign, Ill., store 
Thomas McGarrity, previous!y with 
Morton Shoe Store, Pawtucket, 
R. L, has been named manager, 
children’s shoe department, Peer- 
less Co., Pawtucket . . . Robert H. 
Knowles has been appointed man- 


won 


sizes for 


Look to Brooks 
boys—with s 


ager of Margolis Shoe Store, Gate- 
way Shopping City, Beaumont, Tex. 
. . . 

APPOINTED: Donald E. Ellis, 
in the retail shoe business in New 
York State for 34 years, was named 
manager of Bennett & Tracy, 82-84 
Genesee St., Auburn, N. Y.... E. R. 
Sox, formerly with 
Boggs-Stephens Department Store, 
Duncan, Okla., 
Shoes, 


associated 


was named manager 
of Cochran's 824 Main St., 
Duncan. 
. +. 7 

ON HIS OWN: Leo for- 
merly a department manager with 
H. Scheft Shoe Co., Boston, Mass.., 
for 28 bought Hefferans 
Shoe Store, 14 Cottage St., Quincy, 
Mass., and will continue to feature 
women’s and children’s in 
the store which was established in 
1909. 


Ross, 
years, 
she eS 


FROM PRODUCTION TO RE- 
TAILING: William J. Valler, for- 
merly assistant superintendent of 
the H. W. Merriam Shoe Co., New- 
ton, N. J., is opening a family shoe 


FIRST FOR QUALITY— 
fit— style leadership 


boys of all ages 


for “young” ideas in shoes for active 
turdy construction that means steady 


repeat business. Brooks shoes consistently give 


you E- 


XTRA MARK-UP for EXTRA 


PROFIT! Many styles have size runs 1-3; 


3! 


The 
WELLINGTON 


# 5365 — New, 

smooth jet black 

leather Wellington boot, 

Topper last. IN-STOCK, D, 2-7, to refuil 
profitably at $8.95. 


4-7; 742-9; with widths A through 
E, to retail PROFITABLY at $6.95 
to $8.95. 


See us at the NATIONAL SHOE FAIR, Room 817, Palmer House 


Write today for FREE IN-STOCK catalog! 
THE WILLIAM BROOKS SHOE CO. — NELSONVILLE, OHIO 


“World’s largest independent manufacturer of boys’ welt shoes” 


in Newton. He will call it 
Valler’s Shoe Shop. Mr. Valler says 
he spent lifetime in shoe 
manufacturing and retailing. 

- . . 

UP FROM THE FITTING 
STOOL: The retiring manager of 
Sears, Roebuck & Co.’s Grand Rap- 
ids, Mich., store and his successor 
have more in common than the job. 
Both J. R. Gorenflo, who left the 
firm after 31 service, and 
Lyle A. Ruggles, the new manager 


store 


has his 


years’ 
(and a 30-year Sears veteran), be- 
gan their careers as shoe salesmen 
in the When 
the Grand Rapids Press took their 
picture the other day, the two posed 


Sears organization. 


shoe 


appropriately holding a 
. . * 

EXTRA - CURRICULAR: The 
comptroller and assistant secretary 
of International Shoe Co., William 
J. Banks, has been elected first vice- 
president of the St. 
of the 
America, 
trollers and finance officers 


Control 
of 


con- 


Louis 

Institute 
of 
ieee 
the leather industry, meanwhile, S. 
N. Nectow, president of A. C. Law- 
Leather Co., Peabody, Mass., 
has been elected a director of the 
Foundation of the Research Lab- 
oratory of the Tanners’ Council of 
America. 


Controllers 


an organization 


rence 


GOLDEN ANNIVERSARY: Mr 
and Mrs. L. N. Schwartz (he’s the 
president and founder of L. N 
Schwartz & Sons, Inc., Philadelphia 
manufacturers of athletic foot 
wear celebrated their 
50th 
ception marked the event. 

. . . 


In Allied Fields... 


BACK FROM ABROAD: Fred A. 
Prahl, of 
Compo 


recently 


wedding anniversary. A re- 


president-research 
Ma- 
OFrD., 
Mass., 
returned 


vice 
Shoe 
chinery C 
Waltham, 
recently 
from 
survey 
European 
machinery 
ket. Mr. 
responsible 
many shoe 
chinery 
ments of 
spent much time at the trade show 
La Semaine Internationale du Cuir 
in Paris. He made one trip to Italy 


making a 
of the 
shoe 
mar- 
Prahl, 
for 
ma- 
develop- 


a. 


FRED A. PRAHL 


Compo, 
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e Deaths 


Ansonia Co. Founder, 
Abraham Unger, Dies 


NEW YORK — Abraham Unger, 
67, chairman of the board of direc- 
tors of the Ansonia Shoe Co., died of 
a heart attack Sept. 9. 

Mr. Unger founded the first An- 
sonia store 35 years ago in 1925. 
Since then he has been actively re- 
sponsible for the growth and prog- 
ress of the chain, which now oper- 
ates 16 Ansonia stores, selling wo- 
men’s shoes, along the East Coast 
and as far west as Chicago. He was 
active in the business up to the day 
of his death. 

Morton Unger, one of Mr. Unger's 
two sons, has been president of the 
Ansonia Shoe Co. for the past sev- 
eral years and will continue in that 
capacity. 


SAM MANKOFSKY, 80, founder 
and president of the Mankofsky 
Shoe Co., wholesaler and jobber, 
1321 Washington Ave., St. Louis, 
died suddenly Sept. 3. He had been 
in the shoe business over 50 years. 
Among his survivors is a son, Al- 
fred E. Mankofsky, president of the 
St. Louis Shoe Wholesalers’ Assn. 


JAMES D. McMILLAN, 59, re- 
gional manager in Chicago for the 
Walk-Over Shoe Stores from 1951 
until his retirement early last year, 
died Sept. 12 in a Royal Oaks, Mich., 
hospital after a long illness. He had 
been associated with Walk-Over in 
Chicago since 1921. 


W. L. KOUNS, 84, a member of 
the Ohio Shoe Travelers Club and 
a traveler for more than 40 years, 
died Aug. 16 at Grant Hospital, Co- 
Mr. Kouns, a resident at 
Rd., Columbus, 
started selling with Kropp Shoe 
Co., Columbus, went to Tweedie 
Footwear for about 15 years and 
completed 25 years on the road for 
Ephrata Shoe Co., Ephrata, Pa., 
before retiring. 


lumbus. 
2425 Sherwood 


PETER SIERING, 75, retired 
shoe designer for International 
Shoe Co., St. Louis, Mo., died Aug. 
29 at his home, 8913 Ellison Dr., 
Jennings, Mo. He was employed by 
International for more than 35 
years. 
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RAYMOND THATCHER, 69, a 
Northwest representative for 
Wellco Shoe Corp., died at his Spo- 
kane, Wash., home Aug. 14 after a 
long illness. This was his 25th 
year in the shoe industry. Associ- 
ated with Wellco since 1954, Mr. 
Thatcher had previously repre- 
sented International Shoe Co. since 
1935. 

JOE LeBRUN, a shoe buyer for 
the A. G. Pollard Co. of Lowell, 
Mass., for over 50 years until his 
retirement 10 years ago, died re- 





cently after a brief illness. Among 
his survivers is a son, Claude, asso- 
ciated with the Concord Bootery, 
Concord, Mass. 


JOSEPH SACHS, a retired shoe 
retailer who formerly owned the 
Sachs Bootery in Evanston, IIL, 
died recently. 


JACK FRIEDMAN, 65, owner of 
the Jack-Troy Haberdashery and 
Bootery Shop at 3116 Irving Park 
Rd., Chicago, for 39 years, died 
Sept. 11. 
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e What’s New 


Kit Features Shoe Tree 


kit introduced by Re-Ly-On 
Brooklyn, N. Y., for 
adjustable shoe tree 
shoes and 
shoes; a 
orm 


The ‘Versa-Shine 
Metal Products, Inc 
home use features an 
with special plates for 
smaller women's ond children’s 
slated, tubular steel folding support 
hinged to and raised from the rear of the 
oak wood box; two organizer compartments; 
brushes, daubers and buffing cloths 
It weighs 5 Ibs. 


mens 


polish 


Se 9 new kind of-- 
asuaLlt 


for men 
and women 


RETAIL | $10-95-$11-95 


AT 


TMuebock 
KUSH-N-ARCH 


casuals 


FOOT-SO-PORT SHOE CO. Oconomowoc, Wis. 


Knee-High Boots Feature 
Kick-Off Spur, Button Top 
KNEE -HIGH, molded neoprene 
boots introduced by Tingley Rubber 
Corp., Rahway, N. J., feature a spe- 
cial kick-off spur at the base of the 
heel and a one-button top closure. 
The kick-off spur makes it possible 
for the wearer to take off muddy or 
wet boots without soiling his hands. 
The 
top of these 17-inch-high boots is de- 


single-button closure at the 


signed to simplify putting hoots on 
and taking them off, when 
the 
numb. 

The 


fit over 


espe lally 


wearer's hands are cold and 


tch to 


boot will stre 
within each size 


neoprene 

any shoes 
The 
$11.25 and sizes range from 61% to 
13. 


range. retail price per pair is 


Soling Material Duplicates 
Natural Gum Rubber Look 
GUM SOLING “that duplicates the 


bold, rough, textured appearance of 


rubber” has been in- 
the American 
Chelsea, Mass. 


soling is named Sumatra. 


natural gum 


troduced by 


siltrite 


Rubber Co., The new 


sales 


suitable 


Eliot Bernstein, manager, 
said that for 
women’s, children’s, men’s and boys’ 


soling is 


shoes and comes in a wide range of 


popular colors, including translucent 
tones such as amber and gumtone 
yt 


The new material comes in 36 in 


square sheets 


Esquire Offers Aerosol 

Polish in White and Colors 
A WHITE, 

spray polish, which dries to a mat 

buffed 

a wax shine, has been developed by 

Esquire Shoe Care Products, New 

York. It offered to the shoe 


trade 


pure Wax aerosol 


finish or can be instantly to 


is being 
exclusively 
According to Esquire, the spray 
is not a 
The 
blended waxes 


lacquer and won't chip o1 


peel. company says it has 


with silicones and 


lanolin 
Along with the white prod 
ict, Esquire 


spray 


new 
is introducing colored 
black 


to the shoe 


brow n, 
The 
itral 


Of 


shine in and 


trade only 


offered a ne 


year age 


also 
company frst 
aerosol shine about a 
fic ials savy 3 mill 


Ion Cans have peen 


Co ——— $e 


Sizes 4-9, $3.85 
Boys’: Smoke 


Athletic Footwear Division 
SERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS 


Sport King 


\ BOWLING 
\ SHOES 


Sizes 6-12, $4 
IN STOCK 


FOR IMME DIATE 
DELIVERY 


ome aaanmannanen en menencenas 


ROOM 
804 
PALMER 
HOUSE 


news. 








To All Shoe Travelers 


“Salesmen on the Road.” a 
traveling man, has returned to the Reconrpen. 
tains news and sidelights about travelers’ organizations 
as well as the individual salesman and his accomplish- 
ments, on and off the road. 


It’s the traveling man’s own page, and the Recorper 
depends on the traveler to keep up a steady flow of 
If you have a news item, write to: 


page for and about the 


It con- 


MRS. VIVIAN ANDERSON 
SALESMEN ON THE ROAD DEPT. 
995 LOMBARDI LANE 

LAKEWoop 15, COLo. 
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Milwaukee Factories 
Busy with Fall Fill-Ins 


MILWAUKEE Plants 
operating at a healthy pace, keeping 
up with a stimulating demand for 
fall According to reports, 
mail orders have shown recent strong 
agree, 
ever, that while they appreciate the 
they 


merchants 


here are 


fill-ins 


gains. Manufacturers how- 


would be 


had 
needs months back. 


business much hap- 


pier if anticipated 
their 
Nevertheless, the reorders are en- 
couraging. A solid fall and holiday 
selling stretch could go a long way 
toward making up some of the lag 
the 
men's footwear producers here. 
Sales of high-riser 
tvles in men’s lines continue heavy 


experienced earlier in year by 


slipons and 
There is no letup in the demand for 


for 


longer, narrower lasts men’s 
footwear 

the 
deep browns and dark greens, manu 
still a firm 


men’s foot- 


Despite high style trend to 


facturers note there 


market 


wear in 


for conservative 
black 
Children’s 
The demand 
back-to-school 
A steady climb is noted 


lines are very active. 


for 
promotions 


fill-ins following 


has been 
satisfactory 
in the demand for feature shoes for 


children. 


Los Angeles Producers 
Say Business Stays Slow 

LOS ANGELES 
mains slow at the factory level with 
most of the 


Business re- 


reorders supplying 
action. 

The situation was summed up by 
Art 
California, 


Sbicca, president of Sbicca of 
medium-priced 
footwear, of his concern, 
“All in busy but not 
booming, and anyone who says he is 
know talking 


women's 
who said 


all we are 


doesn’t what he’s 
about.” 

Most of the action in fall 
styles has come in double and triple 
needle toes, plush leathers, smooth 
leathers, and leathers with a little 
grain or texture of some sort in 
them. All heights of heels seem to be 
going well. 

There has been a definite drop-off 
in orders for open toes and vinyls. 


dress 
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NE Firms’ Second Runs Hit Snags 


vol- 
women’s 


BOSTON New England’s 
ume manufacturers of 
novelty footwear 
shoes are feeling the pinch. For a 
number of 
second fall 
troduction of 
patterns, 


and even dress 
reasons, their so-called 
the in- 
colors or new 


runs, based on 
new 
have not met with more 
than minor success. 

Chief that the 


opened late in many parts of the 


reason is season 
country and retail inventories are 
not yet low enough to put stores in 
Another 
factor is that retailers, according to 


an open-to-buy position. 
reports from salesmen in the field, 
are getting along with lower inven- 
than at this time in 


tories past 


years. 


Staples Reordered—Still another 
that instead of 
plunging on new styles or colors at 
this time, confining 
their reordering to and 
somewhat higher styles which have 
been tested by about three weeks of 


explanation § is 


retailers are 


staples 


selling to the consumer. 

This third accounts 
the better 
some of the companies with in-stock 
departments. Most of this whole- 
sale inventory is in staples and 
other styles for which there is an 


for 
by 


reason 


business reported 


assured market. 


On the brighter 
however, is a 


Holiday Pickup 
side of the 
pickup in orders for holiday items, 
mostly slippers, and an awakening 


picture, 


interest 
the part of big buyers. Some firm 


in early spring styles on 


orders have been placed. 

Reorders on children’s shoes also 
are beginning to be booked. These 
are the more rugged types which 
experience has taught will be 
needed in increasing quantities in 
the northern half of the country. 

It is too early to expect reorders 
on men’s shoes since this business 
did not get underway in most parts 
of the country until the third week 
in September. 


Autumn Reorders Accelerate at St. Louis 


LOUIS brisk 
children’s during 
September have crossed St. Louis 


ST. teports of 


retail business 
manufacturers’ desks, hand in hand 
with a steady if not exciting flow 
of reorders and fill-ins on back-to- 
school types. 

In-stock departments 
quite as busy now as at this time 
last Women’s 
ever, which started off wretchedly 


are not 


year. reorders, how- 
and caused some concern in manu- 
facturing circles here, pepped 
considerably as women’s retail buy- 
ing found its stride nationally by 
mid-September. Hot weather 
throughout most of the country held 
back fall retail activity, especially 
in the category. 
When 
producers feel that a surge of re- 
orders will follow. 


up 


women’s dress 


cool air comes in to stav, 


Men’s Volume Fair—Men’s 
ducers continued to report only fair 
volume except on casual, chukka, 
slipon and tie patterns styled for 
the campus-bound and teen group. 

The final half of 1960 is shaping 


pro- 


up spottily for producers here. 
From a few isolated makers, prin- 
cipally juvenile, comes word that 
sales are ahead of 1959 by as much 
ag 10 per cent. But some factories 
intimate that they are close to “fly- 
ing distress flags.” Generally, pro- 
duction is “fair’’ to “fairly good.” 


Nylon Velvet Digs In—Last year 
at this time representative produc- 
ers locally were queried about ny- 
lon velvet. They were asked how 
long it would stay on top—would 
Their answers 
would 

1960 


it become a basic? 
indicated that the 
remain strong through 
and perhaps longer. 


product 
fall 


Several producers interviewed 
last year have changed their tunes. 
“Nylon velvet appears to be head- 
ing for the long-term basic class,” 
the stylists now. “It’s. still 
better on fall and winter shoes than 
on spring and summer patterns, but 
its wearing qualities and cleaning 
ease put wheels under it as a prac- 
tical thing —not just something 
smart and fashionable.” 


say 





Salesmen ¢ Suppliers 





B. B. Chemical Co. Opens New Facilities 


George R. Brown, president of United Shoe Machinery Corp. congratulates R 


er T. Perkins, 


president of B. B. Chemical Co., on the opening of the new B. B. plant in Middleton, Mass. 
Left to right are: (front row) Mr. Perkins, Mr. Brown and C. R. Todd, vice president and 
general manager, United; (second row) Thomas D. Welch, assistant general manager, 


William S. Brewster, vice president, and Wilson Palmer, vice president, all 


MIDDLETON, MASS.—A major 
step in the growth and diversifica- 
tion program of B. B. Chemical Co. 
when 
plant facilities were formally opened 
here. 

In brief ceremonies, officials of the 
company and officials of the parent 
firm, United Shoe Machinery Corp., 
opened the newest chemical plant for 
the shoe industry. 


was marked _ recently new 


All One Floor— The plant, 
equipped with the most modern 
equipment designed to produce adhe- 
sives and related materials, is all on 
one floor except for a central pit, or 
sunken room, which houses the ad- 
hesive churning department. A 
giass-and-concrete roof admits 
green-tinted daylight throughout 
the plant area and a high capacity 
air conditioning system provides a 
constant change of air at pre-set 
levels of temperature and humidity. 

The building is served by rail sid- 
ings and truck docks. Three sepa- 
rate storage areas, set off by auto- 
matic fire doors and each with its 
own loading dock, are served by fork 
trucks. These in turn service a con- 


76 


of United. 


dragline 
tows a 


tinuous 
which line of 
dragline carts throughout the mate- 
rials’ preparation 
area. 


conveyor system 


four-wheel 


and production 


Research Leader—The company 
is known for leadership in research 


and development of finishes for the 


shoe and leather industries. 
of the firm’s 
ments include 


shoes, 


develop- 
finish for 
Duralene finish and 
Tanathane patent leather finish. 
Among officials present 
from United Shoe Machinery Corp., 
George R. Brown, president, C. R. 
Todd, vice president 
manager, Wilson Palmer, vice presi- 
dent, William S. Brewster, vice 
president, Thomas W. Welch, assis- 
tant general manager, and Kent 
Andrews, manager of the real estate 
and insurance department; from 
B. B. Chemical Co., R. T. Perkins, 
president, Dr. E. T. Mitchell, assis- 
tant general manager, Ernest G 
Wiggins, sales manager, and Thomas 
J. Oliver, plant manager; and Col. 


most recent 
Duralene 


tannery 


were: 


‘ ~ol 
and generai 


Frank M. Gunby, Charles T. Main, 


Inc.; H. E. Wile, Henry E. Wile Co 


Some 


Genesco’s IBM System 


Records Chain Orders 
NASHVILLE, TENN. 


be recorded and orders replaced elec- 
all Flagg and 
Stores new 


Sales will 
tronically in Bros. 
Hardy Shoe 
IBM system has been added at Gen- 
esco’s General Retail Corp., here. 
Daniel Retail’s 
vice president, said the new system, 
which IBM punch cards 
tached to each shoe box, means three 
things: 
the stores will be speeded; (2) 


because a 


Gregory, General 


uses at- 


(1) replacement of sales in 
Gen- 
detailed 
and (3) 
salesmen and store managers will be 
free to spend more time with cus- 


esco will get more valuable 
merchandising information; 


tomers because of reduced clerical 
work. 
The IBM 


boxes at 


ards, attached to shoe 


Genesco's Triangle and 
Pyramid divisions, come in two di- 
visible portions. One part is removed 
at the retail warehouse and becomes 
an invoice and shipment record. The 
other is removed in the store at the 
time of the returned to 

The cards 
will show size, width and stock num- 
ber of the the This 


makes marking boxes unnecessary 


sale and is 

Genesco as a sales record. 
shoe in box. 
Genesco is also working with the 
committee of National 
Assoc. of Shoe Chain Stores toward 


electronics 


developing a point of sales recorder 
for 
sales information can be recorded in 
the 


retail shoe stores, whereby all 


computer language at the time 


sale is made. 


B. F. Goodrich Co. Divides 
West Coast Sales Region 


LOS ANGELES—B. F. 
Co. 


Goodrich 
has set up three separate sales 
place of the San 
that 
Coast 


divisions in one 


Francisco unit han- 
dled West 


and Hood 


formerly 
Goodrich 
foot- 


sales of 


canvas and rubber 
wear. 

Formerly Neal Windsor handled 
Hood sales and Wilbur Sprinkle han- 
dled San 


cisco. Mr. Windsor remains in 


Fran- 
the 
Bay City, Mr. Sprinkle will operate 
from Seattle, Wash., and Edward 
Tully will operate from Los Angeles. 
All three men will handle both lines. 


Goodrich sales in 
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Florsheim Shoe Co. Buys 


Australian Men’s Factory 

CHICAGO—Florsheim Shoe Co., 
a division of International Shoe Co., 
bought H. Perry & Co., Ltd., an 
Australian men’s shoe manufac- 
turer. 

Harold M. Florsheim, vice presi- 
dent, said the firm, together with 
Bedggood Co. Pty., Ltd., of Aus- 
tralia, made the purchase for 
“slightly in excess” of $200,000. 

Although it is not planned for the 
near future, Florsheim shoes may 
eventually made in Australia, 
added Mr. Florsheim. 


be 


Samuels Offers ‘Encore’ 


“ENCORE” is the name Samuels 
Shoe Co., St. Louis, assigned to a 
new line of shoes featuring one last, 
one heel height and one price. The 
line limited to 12 styles for its 
debut season. 

Edward Samuels, vice president, 
said, “We have felt that one of the 
greatest weaknesses in the industry 
has been the lack of sophisticated 
shoes presented as a line at the 19/8 
level.” 


is 


British Manufacturers Learn: 


Vacuum-Formin g Machine Used to Cover Heels 


STAFFORD, ENGLAND — Brit- 
ish footwear manufacturers were 
told recently of a new method of 
covering heels with a sheet ma- 
terial using a vacuum-forming ma- 
chine. 

Vik Supplies, Ltd., Stafford, an- 
nounced the new technique called 
the “Vikform” process. With this 
process, a manufacturer stretches a 
softened, pre-coated, embossed 
cover of “Vikform” around the heel, 
using a vacuum-forming machine. 
The result is a perfect close-fitting 
cover to the heel, according to The 
Shoe and Leather Record, a British 
trade publication. 


The originators of 
the new technique claim the process 


Less Costly- 


is faster, simpler and less costly 
than the conventional methods of 
heel covering. 

The vacuum-forming machine is 
made in both automatic and semi- 
models. The semi-auto- 
handles 16 in 


automatic 


matic model heels 





1960 EDITION 


The Shoe Industry's ONLY 


BRAND NAMES 


choemen 


23,000 


everywhere 


know who makes it, who sells it, 
Your advert sement 
they need n selectin gy 


provid ng ac onstant 


qives 
yur 
year round 
your company as a 
Issue date—December 
now. Call your 
representative. 


nearest 





reaches ALL THE MARKET 


re 


BRAND NAMES GUIDE when they want to 


buyers 
product: 


urce for their needs. 
15. Reserve 


RECORDER 


Looking for 


ey wa 


iA 


+E 
. 


om ime fas 


GUIDE 
AND TRADE MARK 
DIRECTORY 


1d SHOE RECORDER 


% 


y on the 
and where. 
the helr 
while 


reminder of 


space 
sales 








October |, 1960 


VALUES? 


Look for WEIL 


each operational cycle. 

In preparation for covering, heels 
must be soluticned. Thirty minutes 
after coating, the heels are ready 
for covering. They should be proc- 
essed within eight hours. 


Black or White—The covering 
sheeting comes in rolls of a stand- 
ard 49-in. width in either black or 
white. There are two thicknesses 

0.008 in. and 0.012 in. At present 
the sheeting has an “American Calf 
Grain” embossed grain finish. Other 
grains are expected to be available 
soon. Lacquers in a range of basic 
colors have also been developed for 
use with the sheeting. 


® Walkin Shoe Co., Schuylkill 
Haven, Pa., maker of juvenile foot- 
wear, has appointed Harold J. Kil- 
duff and Associates of Humboldt, 
Tenn., as its representative in the 
South. Besides Mr. Kilduff, Sanford 
and W. R. Mabry, Jr.., 
Walkin customers. 


Hazlewood 


will service 


M. K. WEIL 
SHOE CO. 


at the Shows! 


Factory 
Fresh 
Footwear 








National Shee Fair, Chicage 
October 23-26 


Morrison Hotel, Rooms 1025-26 


Sevtheest Shoe Show, Atlenta 
October 23-26 
Piedmont Hotel, Parlier D 

© Southwest Shoe Show, Dalles 
November 5-8 
Adolphus Hotel, Room 1050 


Popular Price Shoe Show, New York 
November 27-December | 
Hotel New Yorker, Rooms 1650-1-2 


Quality Shoes Since ‘32 


1215 Washington Ave., St. Lovis 3, Mo. 
SAMPLE ROOMS: Los Angeles + New York 


“While in Town See Weil“ 





Green Asks Okay for Stock Issue 


WASHINGTON, D. C.—The 
Green Shoe Manufacturing Co., Bos- 
ton, is asking government permis- 
sion to issue 420,000 shares of com- 
mon stock. Green filed a registra- 
tion statement on Sept. 9 with the 
Securities and Exchange Commis- 
sion seeking registration of this 
number of shares. 

Of the 420,000 new shares, 45,000 
shares are to be offered for public 
sale by Green, and 355,000 shares— 
already outstanding—are being of- 
fered by the present holders. 


Price Isn’t Set Yet—The maxi- 
mum offering price is $22 per share. 
The exact price will be set later. 

The Green prospectus lists Paine, 
Webber, Jackson & Curtis and F. S. 
Mosely & Co. as principal under- 
writers. 

In its registration statement, 
Green points out that it is engaged 
exclusively in the manufacture and 
sale of children’s shoes under the 
trade-name “Stride Rite.” The com- 
pany now has outstanding 1,106,369 
stock. Proceeds 


shares of common 


of the sale of the additional 45,000 
shares will be added to general 
funds and will be used to defray the 
cost of construction of an addition 
to the Boston plant. Cost of the 
addition is about $1,750,000, includ- 
ing land, construction, machinery 
and moving. 


Lists Selling Stockholders—The 
prospectus lists nine selling stock- 
holders. It is stated that all are de- 
scendants or spouses of descendants 
of the late Jacob A. Slosberg, one 
of the company founders. They own 
a total of 724,058 shares. Of these, 
Samuel S. Slosberg, president, pro- 
poses to sell 75,000 of his holdings 
of 127,425 shares; and Charles 
Slosberg (who died suddenly Sept. 
13), treasurer at the time of his 
death, proposed to sell 75,000 of his 
134,004 shares. In addition to the 
355,000 shares being sold by the 
selling stockholders, they have 
granted the underwriters an option 
on 20,000 additional shares. 

The effect, if any, of the death of 
Charles Slosberg on the company’s 
expansion plan is to be determined 








the scene 


lush leather or resources 


WRITE TO 


THIS LITTLE PIGGY’S A WINNER 


There's just no contest when plush Pigmillion Pigskin comes upon 
and small wonder. The texture 
colors: the prettiest. The styles: the loveliest, by far 


you—who could want more? if you want more information about this 


HAUS OF KRAUSE + ROCKFORD, MICHIGAN 


the plushest. The 


Now—we ask 











Wolverine Expansion Adds 
Storage, Production Area 


ROCKFORD, MICH. A 
Krause, president, Wolverine Shoe 
and Tanning Corp., announced that 
additions to the firm’s Rockford 
warehouse and to manufacturing fa 
cilities in Big Rapids and Ithaca, 
Mich., would be completed this fall 

The addition of 17,000 sq. ft. to 
the three-story Rockford warehouse 
will increase space for order packing 
and shipping by 60 per cent on the 
first floor, provide second floor space 
for reserve stock and provide space 
additional feet 
basement. Mr 


for some 2 million 


of pigskin in the 
Krause said the basement expansion 
will enable the company to build up 
reserve stocks of material 
against fluctuations in the pig mar- 
keting cycle 
Additions to the 
plants will be to the cutting and fit 
ting and will the 
Hush Puppies manufacturing facili 


raw 


manufacturing 


rooms increase 


ties by approximately 6,000 sq. ft 


Acme Boot Co. Launches 


National Boot Promotion 

CLARKSVILLE, TENN Acme 
Boot Co., Inc., Clarksville, has 
launched its largest boot promotion 
to date with full-color pages in five 
national! publications 

In addition to the magazine ad 
vertising, Acme offers 
four-piece window display 
turing the Golden Angus boots 
cial Golden boot 
labels in gold and colors and news- 
paper advertisements for dealers to 
use are also available. 

The Golden Angus color pages will 
appear in Saturday Evening Post, 
Look, Life, Western Horseman and 
Today’s Health. 


dealers a 
kit fea 
Spe 
with 


Angus boxes 


Irish Shoe Exports Gain 
NEW YORK 
ports for the fiscal year ended Mar 


-Irish footwear ex- 
31, 1960, jumped $95,200 over the 
previous year, reports the Irish Ex- 
port Board, New York 

This year’s total, $296,800, is 
times the figure of two years ago 

The past marked by 
several promotional the 
United States by Irish manufactur- 
ers and by an American market sur- 
vey which was credited for a signifi- 
cant amount of new business. 


five 


year Was 
visits to 
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Union Official Quits BSAC 


To Join Rival Organization 


BROCKTON, MASS.—John F. 
Jankowski, president of the inde- 
pendent Brotherhood of Shoe and 
Allied Craftsmen for years, 
has resigned to become an organ- 
izer for the rival Boot and Shoe 
Workers’ Union, AFL-CIO. Charles 
A. Roberts, the 
BSAC the 
presidency. 

The Brotherhood, which 
sents 8,000 workers in 17 factories 
in the Brockton broke 
from the BSWU more than 20 years 


ago. 


seven 


vice-president of 
took 


temporarily over 


repre- 


area, away 


Distribution Forums Slated 


For Statler Hilton, Boston 

BOSTON Stake in 
World the 
theme of the Boston Conference on 
Distribution, Oct. 17-18, at the Stat- 
ler Hilton Hotel, Boston. 

Called an international forum on 
problems of distribution, the confer- 
Bloom- 
field, visiting consultant on distribu- 
tion, Harvard School of 
Business Administration. 

It is sponsored by the colleges of 


“America’s 
Distribution” will be 


ence is directed by Daniel 


Graduate 


business administration of Boston 
College, soston and 
Northwestern University, the Har- 
vard University Graduate School of 
Business Administration, the School 
of Industrial Management of the 
Massachusetts Institute of Technol- 
ogy and the Retail Trade Board of 
the Greater Chamber of 
Commerce. 

The themes for the forum discus- 
sions include: “Marketing in the 
’°60’s,” “The U. S. and World Mar- 
kets,” “Contest for the General Mer- 


University 


3oston 


OUR PRICES 


PRODUCE 


FAST SALES. 
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Manufacturer Gets a Styling Assist from Retailers 


neh ie 


—— 


Practicing what it terms “the grass-roots approach to children's shoe styling,” Herbst 
Shoe Manufacturing Co. each season invites several of its Child Life dealers—representing 
geographical regions—to the company's Milwaukee home office to talk with Herbst stylists 


and assist in the development of the next season's children's styles. 


Here, Wilbur Hoskins 


(center) and Ora Hoskins (right) of Toledo's Hoskins Junior Footwear, discuss a point 
of styling with Bill Furst, Herbst director of sales. 





chandise Dollar’ and “New Forces 
in Making Consumer Sales."’ The 
first two themes will be covered on 
Oct. 17 the latter two themes 
will be for the forums on 
Oct. 18. 

A few of the addresses scheduled 
for the conference include: “The Im- 
pact of Technology on Marketing,” 
“U. S. Policy and World Affairs,” 
“The Challenge of World Markets,” 
“The Discount House as a Competi- 
Force,” “The Changing Image 
of the 5 and 10,” “The Supermarket 
Invades the General Merchandise 
Field,” “The Changing Character of 
the Mail Order “The 
Challenge to the Department Store,” 
“The Impact of Design on Distribu- 
tion,” “The Italian Influence in Men’s 
Fashion in the U. S.” and “Com- 
municating with Women.” 

The conference headquarters are 
at Soldiers Field, Boston. 


and 
topics 


tive 


3usiness,” 


Lexol Corp. Will Market 
English-Made Persuede 
PATERSON, N. J.—The Lexol 
Corp., Caldwell, N. J., has been ap- 
pointed importer and distributor for 
Persuede, English-made 
dry-cleaner and re-conditioner. 
The Corp. has completely 
re-designed and improved the Per- 
suede package for American use and 
plans a concerted advertising 
promotional program for it. 
Warren Miller, vice president, 
sales, said initial advertising will be 
in the Metropolitan New York area. 


an suede 


Lexol 


and 


® Bonded Fibers, Inc., Buena Vista, 

Va., producer of innersole materials 

has 
Co., 


and vinyl socklinings, named 
the Brinkmann-Walker Chi- 
cago, as its sales representative in 


the Chicago-Milwaukee territory. 


WOMEN’S & 
CHILDREN’S 
Ras 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





GREAT NEW 
ANTI-SKID! 


~\ \\ 
KLING-TITE 
BRAND-NEW CONCEPT IN SAFETY 

SHOES...NEW, MODERATE PRICE! 





ANTI-SLIP 
ANTI-SLIDE 
DIAMOND CUT- 
SOLE DESIGN! 


New principle of 
diamond cut-sole 
traction flexes, 
wipes underfoot- 
ing dry, gives 
maximum safety 
on all types of 
wet, slippery 
docks and decks! 


SoareNT ape 





@ Supercushion insole from toe to 
heel gives special comfort! 


ww Double-deep heel cushion gives 
extra comfort in action! 

m Rugged bumper toe protection! 
@ Choice of longer wearing blue or 
white canvas top! 

@ Nonmarking nautical blue sole! 
Available in men’s, women’s and jr. 


sizes at shoe, department, sport and 
marine stores 


by the makers of Sperry Top-Sider 
Box 338 G, Naugatuck, Connecticut 
VISIT US AT THE CHICAGO TRADE SHOWS! 


e Trade Literature 


New Government Booklet 
Outlines Profit Planning 


A 52-PAGE booklet, “Guides for 
Profit Planning,” issued by the Small 
Business Administration, Washing- 
ton, D. C., outlines a step-by-step 
approach to future profit possibil- 
ities based on planning and control. 

The booklet, by B. LaSalle Woelfel, 
chairman of the Division of Business 
Administration, St. Edward’s Uni- 
versity, Austin, Texas, introduces 
the small business owner to three 
basic guides to profit planning and 
control: the break-even point, the 
level of gross profit and the rate of 
return on investment. 

The booklet includes easily under- 
stood chapters on mathematical cal- 
culation of the break-even point, 
preparation of the break-even chart, 
the profit-volume chart and case 
studies of break-even and profit-vol- 
ume analysis. 

The booklet, Small Business Man- 
agement Series 25, can be purchased 
from the Government Printing Of- 
fice, Washington 25, D. C., 
per copy. 


for 25¢ 


German Editor Compiles 
Four-Language Dictionary 

TWO GERMAN publications for 
the shoe industry were recently an- 
nounced by their author, Hans 
Weber, editor of Schuhmarket, a 
trade magazine. 

The first publication is a diction- 
ary for the shoe trade in English, 
Italian, German and French. The 
book is useful for anyone dealing in 
foreign machinery or imports. 

“Modern Shoe Stores” is for the 
retail trade. This 172-page book in- 
cludes 300 photographs of interiors 
and windows of European shoe 
stores. Plans for these are very de- 
tailed. The book sells for approxi- 
mately $6.65. 


Store Equipment Catalog 

A 50-PAGE catalog of store equip- 
ment, including self-service islands, 
wall fixtures and a full line of fix- 
ture hardware, is offered to retailers 
by Add Sales Co., 941 York St., 
Manitowoc, Wis. The company says 
its “discount catalog’ is a useful 
guide for remodeling a store or lay- 
ing out a new one. 


in NEW YORK CITY 


The completely re-decorated 
Sheraton-Atiantic Hotel has the 
perfect location plus special 
conveniences just for you! 


Now that the Sheraton-Atlantic has 
completed a vast re-decorating pro- 
gram, it's more of a “buy” than ever! 
The location is perfect for you— in the 
heart of the market, close to Penn 
Station, with all subways and buses 
at the door. 1400 rooms (1.000 of 
them air-conditioned), all with bath 
radio, TV. All this plus these special 
services: all sample rooms completely 
re-decorated, free clothing racks, ad- 
vance listings on lobby bulletin boards 


It's your hotel! Write for buyers’ rates. 


MEMBER OF DINERS’ CLUB 


@j HERATON: 
ATLANTIC 


Hore. 
Broadway at 34th St., New York City 
Across the street from the Marbridge Building 
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Winslow Bros. & Smith 


Acquired by Shoe Corp. 


COLUMBUS, O.—Shoe Corp. of 
America has acquired Winslow 
Bros. & Smith, sheepskin tanning 
division of Armour & Co. The 
price was not disclosed. 

Shoe Corp. already operates 724 
retail units plus 12 manufactur- 
ing plants, some of them through 
subsidiaries. Its net sales in fiscal 
1959 totaled $118.2 million, exclud- 
ing sales of non-consolidated sub- 
sidiaries such as A. S. Beck Shoe 
Corp. and Canadian companies. 

Robert W. Schiff, president and 
treasurer of Shoe Corp., did not 
comment on the purchase. But 
trade sources pointed out that the 
move would permit integration of 
production and tanning facilities. 

Winslow Bros. & Smith operates 
tanneries in Bellingham, Mass., 
Tilton, N. H., and Gloversville, N. Y. 


Association Files Protest 


To Shipment Surcharge 

BOSTON — The New England 
Shoe and Leather Assn. filed a pro- 
test with the Interstate Commerce 
Commission opposing a 10 per cent 
surcharge on all shipments within 
New England territory, up to a max- 
imum of $1 a shipment, proposed by 
the New England Motor Rate Bu- 
reau 

Announcement of the protest was 
made by Maxwell Field, executive 
vice president of the association. 

Mr. Field said, the rate adjust- 
ment “is prejudicial to shipments 
on which charges of $10 or less 
would and preferential of 
shipments on which charges of over 
$10 would accrue.” 

On the basis of data from an as- 
sociation study, said Mr. Fields, “it 
is estimated that the money impact 
on affected manufacturing 
members alone of the proposed sur- 
between $215,000 
12-month 


accrue 


shoe 


be 
for a 


charge would 
and $230,000 
riod.” 


pe- 


eR. L. Stiles and Co., Glenside, 
Pa., has been named to represent 
Western Leather Co., of Milwaukee, 
in the Pennsylvania-Maryland ter- 
ritory. R. L. Stiles, Sr., Robert 
Stiles, Jr., and Robert Erickson will 
handle Western’s line of insoles, 
welting, heels and counters. 


October |, 1960 


e Financial 
Dividends... 


B. B. Walker Shoe Co., Asheboro, 
N. C.: cash dividend of 3¢ per share 
and a 3 per cent stock dividend on 
common shares, payable Oct. 1 to 
stockholders of record Sept. 20. 
(Directors believe that company 
earnings for fiscal 1960, ending Nov. 
25, will exceed 30¢ per share com- 
pared with 11¢ in 1959.) 


Midland Shoe Co., St. Louis, Mo.: 
dividend of cents per share, 
payable Sept. 30 to stockholders of 
record Sept. 23. This compares 
with a like amount paid in Sept. 
1959. 

Endicott Johnson Corp., Endi- 
cott, N. Y.: quarterly dividend of 
40 cents per share on common stock, 
$25 par value, and $1 per share on 
preferred stock, 4 per cent series. 
3oth dividends are payable Oct. 1 
to stockholders of record Sept. 19. 
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A Brand He'll Remember... 
Not To Buy Again! 


When shoes shrink and curl long before they’re worn out, cus- 
tomers go looking for a better brand. That's why the best work 
shoes are made with Farberized Insoles. 


Ordinary tannins are water soluble . 


. . leach away and leave 


leather fibers unprotected. But Farberizing replaces ordinary 
tannins with a special compound of fats and oils which wrap 
each fiber in a protective coat and leave the leather free to breathe. 


Farberized Insoles give you more for your money! 


INSOLES AND WELTING 


160 FREMONT STREET 


WORCESTER, MASS 





Where to Buy 





JOBS 


JOBS 


JOBS 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


‘While in town see Weil” 


New York Sample Room: 
138 Duane St.. NYC 


Quality shoes since ’$2 , 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 








For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Lorgest Stocks 


bh? bh ov 


All Price Ranges 








MOSINGER -COHN 


MA 1-3363 


Herbst To Use Political Sales Meeting Theme 
Wil- 


has 


MILWAUKEE—Politics and foot- 
wear will be the theme of the three- 
meeting of the Herbst Shoe 
Manufacturing Company’s national 
sales staff, Oct. 3-5. It is being billed 
as the “National Meeting of the 
Child Life Party.” 

Taking a page from the recent 
political conventions, the sales meet- 


day 


ing will borrow all the color and ex- 
citement engendered by the 
licans and Democrats. 
The theme of the meeting is: “Get 
Out the Vote—Elect Child Life.” 
Salesmen attending the 
will be designated as “delegates” 
A complete 


Repub- 


session 


from their home states. 
glossary of terms has been created 
for the event, converting the usual 
sales terminology to political equiva- 
lents. 


All 


receive 


Named Campaign Manager 
the Herbst top brass will 


82 


new titles during the conclave 
liam R. 
been designated campaign manager 

F. G. Herbst, chairman of the 
board, will take over as Child Life 
party chairman. The con 
vention chairman's post has gone to 
John F. Herbst, company president 
Tom McConnell, 
tor, will be known as the Child Life 
party ballyhoo chairman. 

Credit manager Jim Moran’s px 
litical-type title is finance chairman 


of the Child Life Party. 


Furst, sales director, 


national 


advertising dire 


Plan Six Sessions—Six business 
sessions have planned. Each 
one has been dubbed with a political 
sub-title: 

(1) “Those Other Parties” 
to meet the competition of larger 
manufacturers and chains 

(2) “How to Get Campaign 
Funds” (Overcoming price resis- 


been 


(How 





BOX HANDLERS 


NINE YEARS 


Service Establishes 


PROOF 


that Long Arms do han 

dle bores to and from 

high shelves easier i} 

quicker, safer than by -” 

ony other method Le 

Arms with handles 24°. 36". 48° and 60°. $3 
with 72°' handles, $4.95, post paid in the U* 
Satisfaction quoranteed. Order several, ipe 
hondie length desired ond if for men's 
women's bores. Your jobber or 


CARL BEEMAN 


Heights Rd 





LONG ARM* 
Phe of ew bee Monte 
Quest (awed bare 


eee 


Cedar Stamford 


tance 
3) ‘‘The 
Meeting the problem of lost sale 


Balanced Budget’ 


in stores where there is a credit 
problem 
4) “Whistle Back Slap 


Local advertising and 


Stops, 
and Cigars” 
promotions 
5) “The Child 
Educating 
support of dealers and clerks 
6) “The Missing Vote” (Meet 


ing loss of sales because of incom 


Life 


and 


Party's 


Cause” winning 


plete shipments 
The first two days will be devoted 
to discussion of these six “planks,” 


intended to provide helpful ideas 


“Nomi- 


presenting 


Nominating Candidates 
of Candidates” 
will take place 


nation 
the new spring line 
on the second day. 

The company contacted local head 
quarters of both the Republican and 
Democratic parties for authentic 
trappings to lend realism to the 
mock convention. Delegates will all 
be supplied with novelty hats, ban- 
ners and campaign buttons. 
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Salesmen on the Road 





VIVIAN 


VNSTA Speakers Named 

EXECUTIVE Director, Marshall 
J. Mantler, of the Bureau of Sales- 
men's National Assns., and Wendell 
R. Bauckman, president of 210 As- 
sociates, have been named speakers 
for two sessions of the 50th Anni- 
convention of NSTA in 
October, E. J. Trench, 
managing director, 
announced. Mr. Mantler will 
the convention Thurs- 
day, Oct. 20, and Mr. Bauckman on 
Friday afternoon, Oct. 21. All ses- 
sions will be held at the Hamilton 
Hotel with the annual banquet 
scheduled for Thursday night, Oct. 
20. The Golden Anniversary dinner, 
to be held at the Chez Paree Club 
Monday night, Oct. 24, during 
the National Shoe Fair, will be the 
chief anniversary celebration. 

A full of 
elected 1961 


vice-presidents, 


versary 
Chicago in 
secretary and 
has 


address on 


on 


be 
first 
trea- 
Present of- 
ficers are: Ben Berwald, president 
O. B. Heaton, 
Milton Lewinter, second vice-presi- 
dent, and Paul D. Cook, treasurer. 


slate officers will 


for 


second 


president, 
and 
secretary. 


surer and 


first vice-president; 


Night Store Hours Increase 

A SURVEY of store hours in 100 
retail in 
Hammond, not 
included) was made by the Midwest 


Illinois shoe stores and 


Ind. (Chicago was 
Shoe Travelers’ Assn. for the bene- 
fit of shoe travelers. 

The study found an increase of 
evening openings § in in- 
The change in evening 
openings per week from 1957 to 
1960 is shown in the following tab- 


many 


stances. 


ulations: 
No evening 
1960, 0.9%. 
One evening only 
57.8%. 
Two 


32.6%. 


openings 1957, 


1957, 7&8’ 


1960, 


evenings — 1957, 14°; 1960, 
1957, 1° 


1957, 


; 1960, 7%. 
1960, 


Three evenings 
Four evenings 
0.9%. 


none; 
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C. ANDERSON 


Exemplifying Cooperation 

UNIQUE among shoe travelers’ 
associations is the Empire State 
Footwear Assn., members and di- 
rectors of which are made up of 
both retailers and salesmen. Ex- 
emplifying this close working to- 
gether of travelers 
and retailers is the 
association’s pres- 
ident, friendly 
Howard (Howie) 

Peer. Mr. Peer is 

a president twice 

not only of 

the association 

but of the 

109-year-old high 

quality family 

shoe store, the HOWARD PEER 
Eastwood Shoe Co. of Rochester and 
3uffalo, N. Y. 

“I make it a point to see all lines 
of shoes and I feel that most men 
who call on our stores are my per- 
said Mr. Peer. “I’m 
ardent supporte: 


over 


also 


sonal friends,” 
also an 
shows, feeling that they fill a place 
which national shows cannot 
The show is important to a retailer 
in his particular area. This 
been proven by our ever-increasing 


do. 
has 


attendance at our shows. © 
a friendly show and gives the re- 
tailer an opportunity to exchange 
with other retailers in their 
own area, besides seeing well over 
150 lines of shoes at the same time.” 
Mr. Peer and his associates right 
making plans for 
the Empire State Footwear Assn. 
and show at the Hotel 
Onondaga, Syracuse, N. Y., Jan. 
15-17. It will the 
12th anniversary. 


ideas 


now are busy 


convention 


be association’s 


BORN in Rochester in 1912, 
joined the Eastwood firm 
selling children’s, men’s 
and women’s shoes until October, 
1940, when he joined the service 
“to get his year over with.” This 
ended in a 5-year stint with 43 
months spent in the European 
theatre of operations. Upon his 
return, he was made buyer of all 


“Howie” 
in 1930, 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


operations and in 1951 was elected 
vice-president of Eastwoods. In 
1955, now a part owner of the firm 
also, he was chosen president, a 
position which he now holds. 

Hobbies? They are “Pleasure 
golf” in the 90-to-100 bracket and 
plenty of yard work, for he, his 
wife, Beatrice, 13-year-old twins, 
Tom and Holly, and 10-year-old 
Cindy live in a 100-year-old house 
on a five-acre tract. Today, he has 
four stores in his operation, the 
downtown and Plaza stores in Ro- 
and downtown and Plaza 
stores in Buffalo. He is a member 
of the Rochester Rotary club and 
has been an active member of the 
Empire State Footwear Assn. for 
10 years, serving as a director and 
officer prior to being elected presi- 
dent this year. 


cheste! 


Vore Retailer Assistance 

WHEN shoe of the 
mountain states area converge Nov. 
13-15 on Denver’s Albany Hotel for 
the Spring Shoe Show of the Moun- 
tain States Shoe Travelers, they 
will hear several fellow retailers 
discussing spring trends at the three 
Fashion Clinics scheduled for the 
meeting. Leathers will be displayed 
and men’s, women’s and children’s 
shoe fashions and trends will be dis- 
at the meetings scheduled 
for 11 a.m. and 3 p.m Sunday and 
again at 11 Monday. 

A luncheon on Sunday noon for 
all retailers will be the main event 
of the show. Members of the Moun- 
tain States Assn. 
will meet on Saturday, Nov. 12 at 
4 p.m. at the Albany to elect new 
officers and to discuss their part as 
hosts to the mid-year meeting of 
the National Shoe Travelers Assn. 
next spring in Denver. Frank 
Phillips, of Winthrop Shoe Co.; 
Keith Johnson, of Red Wing Shoe 
Co., and Jack BahIlman, of Freeman 
Shoe Corp., comprise the nominat- 
ing committee. D. D. (Tex) Lind- 
ley, of Town and Country Shoes, 
is president of the association. 


retailers 


cussed 


a.m. 


Shoe Travelers 





Personnel 





PAUL G. BRATENAS 
Goodrich Promotes 


R. E. LEGGIERO 
District Supervisor 


Promoted... 


Lee Green, from Oregon, Idaho 
and Washington sales representa- 
tive, Life Stride division, to sales 
manager, Risque division, Brown 
Shoe Co., St. Louis. 

Raymond E. Leggiero, from man- 
ager of Father & Son Stores’ New 
York headquarters store to district 
supervisor for the Father & Son 
Stores division in New Jersey. 

Jack Feldman, from coordinator 
of women’s merchandise to buyer of 
women’s casuals and sport shoes 
for Thom McAn stores. He replaces 
Stanley Norkunas, who resigned. 

Paul G. Bratenas, from general 
manager of B. F. Goodrich Floor- 
ing Co. to general manager, produc- 
tion, for B. F. Goodrich Footwear 
and Flooring Co., Watertown, Mass. 


Appointed ... 


Norman Singer, stylist and sales 
manager of Lucille Footwear Co., 
Williamsport, Pa. He was formerly 
with Bowcraft Trimming Co., New 
York. 

Harry Cawn, sales representative 
for Belgrade Shoe Co., Auburn, Me., 
covering Georgia, Alabama, Florida 
and Mississippi. He formerly 
southeast representative for Lissak 
Shoe Corp. 

Larry Levine, salesman for BGS 
Shoe Corp., Manchester, N. H., 
traveling with Edward Glasser in 
Mississippi, Arkansas, Louisiana 
and part of Tennessee. He will 
take over the territory when Mr. 
Glasser retires in the near future. 
Mr. Levine was formerly sales rep- 
resentative in Massachusetts and 
Rhode Island for Hood Rubber Co. 

Marshall E. Fiedler, general sales 
manager of Little Falls Felt Shoe 
Co., Little Falls, N. Y. He was for- 


was 
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HARRY CAWN 
Beigrode Nomes 


NORBERT KORTE 
For Soft Pedals 


merly general manager of Gustave 
of the Virgin Islands, New York. 

Merle Atkin, sales representative 
for Somersworth Shoe Mfg. Co., 
Somersworth, N. H., covering 
Texas, Oklahoma and New Mexico 
with dress lines. Formerly with 
Smartaire division of Brown Shoe 
Co., Mr. Atkin replaces Tom Guth- 
rie, who resigned. 

J. V. Hanrahan, general superin- 
tendent of all Brown Shoe Co. fac- 
tories producing Air Step and 
Naturalizer shoes. He formerly as- 
sisted R. H. Axline, who held the 
same post. 

R. H. Axline, manager of Brown 
Shoe Co.’s sole and heel department 
and its sole leather plants in Pied- 
mont, Ironton and Steelville, Mo. 

Curtis R. Johnson, assistant gen- 
eral superintendent of Brown Shoe 
Co.’s Life Stride, Risque and Capi- 
tol division factories. 

W. C. Raines, superintendent of 
Brown Shoe Co.’s Dixon, Mo., fac- 
tory, succeeding Curtis R. Johnson. 

Miss Mary Jane Burrows, fash- 
ion director of B. D. Eisendrath 
Tanning Co., Racine, Wis. She will 
be responsible for styling of the 
company’s calf leather line for 
men’s and women’s shoes. 


Transferred... 


Jack Steele, from merchandising 
and specifications for Accent spe- 
cialty division and the export de- 
partment, International Shoe Co., 
St. Louis, to merchandise manager, 
Winsco leased departments. 

Norbert H. Korte, from 
trainee department head, Peters di- 
vision, to sales representative for 
Soft Pedals by Queen Quality divi- 
sion, International Shoe Co., St. 
Louis. He will cover Indiana, Mis- 


sales 


HAROLD B. LELAND 
Retiring 


DAVID GOLDFEIN 
To N.Y. Office 


souri, Kansas and Illinois, exclud- 
ing Chicago. 

David Goldfein, from Mountain 
States sales representative to New 
York office representative for Baby 
Deer Shoes by Trimfoot Co., Far- 
mington, Mo. 


Resigning .. . 

Joseph W. Bernstein, from Plas- 
tix Footwear Corp., Los Angeles, 
Calif., where he is eastern divisional 
sales manager. 

Ruth H. K. Fries, from B. D. Eis- 
endrath Tanning Co., Racine, Wis., 
where she is style consultant. The 
resignation will take effect on Jan. 
1, 1961. 


Retiring... 


Harold B. Leland, 
Goodrich Footwear and Flooring 
Co., Watertown, Mass., he 
was vice president-manufacturing. 
He joined the company, then Hood 
Rubber Co., in 1917. 

Walter Hunter, from 
of Canada, Brampton, Ont., because 
of ill health, after serving for many 


from B. F. 


where 


Hewetson 


years as sales representative in 
eastern and northern Ontario. His 
brother George, who took over part 
of the territory last year, now will 
cover Ontario east of Oshawa. 
Roderick V. Smith will cover north- 
ern Ontario. 

Judy Berland Ettinghof, from 
Cobblers Inc., Los Angeles, Calif., 
where she was stylist-designer. She 
is being succeeded by Betty Mur- 
dock who moves over from Vogue 
Shoe, Inc., Los Angeles. 

August C. Herget, from Interna- 
tional Shoe Co., where he was super- 
intendent of a St. Louis warehouse 
He joined the firm 39 years ago. 
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Wanted to Purchase 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS 

LEASES ASSUMED 5 

YOUR NAME PROTECTED 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








WE PAY MORE fu -ause WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. L., M. Y. 
Max L. Meltrer, Pres. Ivanhoe |-9630 




















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usioa City, N. J. 
Phone or Wire Collect 


UNion 3-6413 





~* SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 
Writ 


e or wire for fast ae 
tion . . . quality men’s, 
women's and children’s shoes. 


ho » ae FOR OVER 45 YEARS 














KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 





Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 65-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















YOU GET 


M 0 R E CHILDREN’S SHOES 
YOU GET Complete Stocks and 


sys Stores Solicited 


At All Times. Phone: WOrth 2-5180 
October |, 1960 


FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and Meunubeie Wusbte dame 


+) 5 08) >a @ 0 & 


79-81 READE ST 
NEW YORK 7. N.Y 





M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 











WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











Classified and Want Ads 








SALESMEN WANTED 


SIDELINE SALESMEN WTD. 





SALESMAN WANTED 


New, Expanded. Popular Priced Line of Air-O-Magic Men's Shoes—retail 
$8.95 to $12.95. All shoes in-stock, Columbus, Ohio. Non-conflicting side- 
line may be carried. 


Territories Open: New England States; Maryland. Delaware & Vir- 
ginia; Carolinas & Georgia: Colorado, Arizona 
& New Mexico; Minnesota, Wisconsin & lowa. 


Write complete details. All replies confidential. 
SAMUEL T. LEVIN 


GODMAN SHOE COMPANY 
46 E. Fulton St. Columbus, Ohio 





WANTED TO PURCHASE 





FIRST CALL.... 


We're always ready to BUY your E D DY 
®* COMPLETE STOCKS ® CLOSE-OUTS 
®* CANCELLATIONS 
GET TOP DOLLAR °* SPOT CASH 


EDDY SHOE CO. 
Always Rellaebie 


132 N. 4th St. 
Phila. 6. Pa. 


Phese or Write 
WA 5-9533 or WA 5-3927 





SALESMEN WANTED 








SALESMAN WANTED 


Popular priced line of Old Pals children’s shoes to retail from $3.95 to $5.95. 
All shoes in-stock, Columbus, Ohio. Non-conflicting sideline may be carried. 


Territories open: Texas; Colorado, Arizona, New Mexico; Maryland, 
Delaware, Virginia; Carolinas & Georgia; Minnesota, iowa, Wisconsin. 


Write complete details. Replies confidential. 
Samuel T. Levin 


GODMAN SHOE COMPANY 
46 E. Fulton Street Columbus, Ohio 











REPRESENTATIV 
SELL RAPIDLY 


leather nurses 


ES WANTEI TO SALESMAN WANTED for 
GROWING LINE of white of Infants’, Children’s and Misses 
oxfords with cushior crepe Pre-Welt Shoes 

5 and $6; shoes carried in Snore Re 


many territories stil delphia 


quaity Lit 
Cement and 
Box 741, Boor axp 


Séth Street Phila 


Reply to 
onpea, Chestnut & 
»), Penna 
including ackg ind 
arried and t tor covered 
774, Boot axp SnHoe Recorver 
Philadelphia 39, Penr 





$6th Streets 


FOR SALE 











TOP SALESMAN 


Leading midwest monufocturer of high styled 
nationally advertised quality men's and boys 
shoes in the volume price range has opening 
for a top salesman to travel New England 
territory; exceptional opportunity with well 
known fast growing prestige line. Write full 
details. All replies confidential 


Reply to Box 781, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 


CHILDREN’S AND TEEN'S STORE 


MODERN SALON TYPE IN GRANADA 
Hills, California; Excellent lease, no percent 
age; Notional advertised lines. Will sel! for 
one-third cost. Two other stores keep me 
busy. Air conditioned, Hi-Fi, etc 


Reply to Bex 763, BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadeiphia 39, Pa. 

















FOOT KING manufacturers of 
young men's and boys’ popular 
priced goodyear welts in stock needs 
commission salesmen with following 
and knowledge of men's shoes to 
cover California and also to cover 
Texas. 

if your present accounts need 
good men’s welts to retail $8.95 to 
$9.95, write us in confidence full 
details —- age, background, present 
line, and average shipments an 
nually 


A. S. Kreider & Son Co. 


315 N. Chastnut St. Palmyro, Penna 











FAST ¢ 


LINE OF popula ed work 
Michiga: , 
€ bi 


tive 
bo 


SIDELIN 
MANUFAC 


k *“ALESMAN WANTED BY 
rURER or INFANTS AND 
n the $1.99 to $5.99 retail price 
te r service Established 
Liber mr ssior Reply to 
ann Snon Recoapra, Cheatout & 
i lelnohia 39. Penna 


WANTED 
ROW 
ts | 


SALESMAN FOR 


OF no stock men's 


SIDELINE 
ING LINE 
mported Ar 
nd M 


sper Chicag 
‘a nnesota Please see 

Shoe Fair, Room 969W, Palmer 
Box 7 Root axp Sor Re 

t & th Street Philadelphia 


SIDELINE MAN WANTED: INSTOCK 
F , hoes and hoots 


© business 


gan, Wisconsir he 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 


Classified Advertising 
is payable in advance 
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Boot and Shoe Recorder 





CLASSIFIED AND 
WANT ADS 








FOR RENT 





FAMILY SHOE STORE AND SHOE RE 
PAIR SHOP, ST. PETERSBURG, FLORIDA 
Name brands, air conditioned, low overhead 
Reply to Box 786, Boor ann Suox Recoxpen, 
Chestnut & 56th Streets, Philadelphia 39, Penna 


WOMEN'S SHOE DEPARTMENT, ES 
TABLISHED 15 years, for lease, fully 
equipped. Write Satter’s, Manchester, N. H 





FOR SALE 





ATTRACTIVE SALON TYPE WOMEN’S 
AND CHILDREN’S STORE VOLUME 
$7 0 to $95.0 " Midwestern City of 

Owner has other interests Reply to 
Box 784, Roor ano Snorer Recosnesr, Chestnut 
& 56th Streets, Philadelphia ), Penna 


FOR SALI TOP CHILDREN'S SHOE 
LINE WRITE Shoes } Main Street, 
Ei | ajon, { a ifort A 


OWNER'S DEATH FORCES SALE OF 
ORTHOPEDIK SHOE BUSINESS, estab 
lished 18 years, $5,000 stock, make offer. Nel 
son, 1511 W. 1 Spokane, Washington 


FAMILY SHOE STORE FOR SALE. NA 
TION wong 8 ADVERTISED BRANDS Vol 
ume over $7 established 40 years Central 
Florida; Top mate aclliing because of other 
interests Reply to Box 769, Boor ano Snore 
Recoapes, Chestnut & Séth Streets, Philadel 
phia 39, Penna 





MERCHANTS’ NEEDS 





PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








VINCENT EDWARDS & CO. 

World's Largest Advertising Service Organization 

342 Madison Ave., New York City 
Please tell me more about your news- 


paper ad clipping service and special 
short term trial offer. 


Name 


Company 











October |, 1960 


Index to Advertisers 


This index is published os a convenience 


Alden, C. H., Shoe Company .. 67 
American Chair Company .... 68 


B & R Shoe Co. 

Baris Shoe Company, Inc. 
Berned Shoe Co. 

Blue Star Shoes, Inc. 
British Classics, Inc. 
Brooks, Wm. Shoe Company 


Camitta Shoe Co. 
Carry-Pack Company, Ltd. 
Crown Rubber Company 
Curtis Stephens Embry Co. 


Doublewear Shoe Co. 
Dow Corning Corporation . 6 
Drew, Irving Corporation, The. 54 


Eddy Shoe Company 
Edwards, Vincent & Co. 
Endicott-Johnson Corporation 


Farber, L., Company 
Florsheim Shoe Company 
Foot-So-Port Shoe Co. 


Gaffin, Seth Shoe Co. 3, 


Gerberich-Payne Shoe C ompany 
Back Cover 


Godman, H. C., Shoe Company 
22, 23 


Haus of Krause vekeedea oe 
Hempstead Shoe Company .... 85 
Henry, Carl, Inc. 15 
Hubschman, E., 


Second Cover 


International Shoe Company 
Front Cover 

Irving Tanning Company ..... 69 

Iselin-Jefferson Company 


Third Cover 


Justin Boot Company 
Juvenile Shoe Corporation 
America, The 


Kelly Sales, Inc. 
Kreider, A. S., & Son Co 


No liability is assumed for errors or omissions 


Lawrence, Leather Com- 
pany 
Long Arm 


Lucky Stride Shoes Inc. 


Miller Shoe Company 
Mishawaka Rubber Company 26, 
Mosinger-Cohn Shoe Co. ... .82, 


Nashua Footwear Corp. 

National Shoe Retailers Asso- 
ciation 

National Shoe Manufacturers 
Association 


Phyllis Shoe Co. 
Polish Products Skorimpex 
Potvin, R. J., Shoe Co. 


Quoddy Moccasins 


Rockingham Shoe Company 
Rubin, Irvin 


Sabel, I , 

Scott Foot Appliance Co. 
Sebago-Moc Company 
Shaw, M. T., Inc. 
Sheraton-Atlantic Hotel 
Sperry Topsider 

Stoff, M., & Co. 


Tingley Rubber Corporation 
Topps Shoe Store 
Traister, Oscar, Shoe Co. 


United Fund ec 
United Shoe Machinery Cor- 
poration ‘ 


Vaisey-Bristol Shoe 


Weil, M. K., Shoe Co. 

Wellco Shoe Corporation 

West Coast Shoe Travelers 
Association 

Wilbur Coon Shoes 

Weyenberg Shoe Manufactur- 
ing Company os 

Wolve rine Shoe & Teaning i 
( ‘orp. 

Wright 


























Top Quality For Top Bonds at Lower Temperatures 


Lower temperatures at heat activation . . . high initial bond . . . fast dry are a three-in-one 
combination of features you get only with SUPERGRIP 677! 

Activation temperatures are up to 50 degrees cooler than similar cements —- help give you a smooth, 
top quality bottom. The higher initial bond, shorter legs and faster drying eliminate stacking 
problems and production bottlenecks. 

Get complete information about SUPERGRIP 677, and all the other SUPERGRIP Sole 
Attaching Cements, from your United representative. He is ready to help you achieve both 

lower costs and superior quality by recommending the right SUPERGRIP Cement for every job. 


Call or write today. United Shoe Machinery Corporation, = 
140 Federal Street, Boston 10, Massachusetts. WJnited. 


CEMENTS 


= JCT AND A REGISTERED TRADE MARK 
AL COMPANY 


THE (BME CATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 





PLAN GROWTH THROUGH FACTORING 


BlUsF 
Ban 


INVESTMENT FOR THE FUTURE 


ISELIN-JEFFERSON FINANCIAL 
OFFERS YOU THIS “FACTORING PORTFOLIO” 


© ADEQUATE WORKING CAPITAL to meet 


current requirements and growth potential 


e STOP LOSS ON COLLECTIONS with all 


credit risks assumed by us 


@ EXTRA DIVIDEND ... more time for your 


planning and sales — ‘’Time Is Money” 


ISELIN-JEFFERSON FINANCIAL 


COMPANY, INC. 


111 WEST 40th ST.,NEW YORK 18, N.Y. 








They're the Most in Boys’ Shoes ve 








Gerberichs appeal to more boys because 
they re sty led right by age groups: Y ouths 
81-12-3. Boys 1-6. Big Boys 61-11. 
Each size run has its own complete style 
program. That's why Gerberichs are 
America’s Most Popular Boys’ Shoes. why 





Gerberich dealers show such impressive 
ot"? s, 


fos 
GERBERICH-PAYNE SHOE COMPANY « mount Joy, PENNSYLVANIA 


sales figures. 








ne eee 





| 

















